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Although jeans are a product more than a hundred years old,
they became a fashion product only recently. In Hong Kong, as in
other countries, jeans are widely regarded as convenient and rugged
apparel. Local, and foreign manufacturers alike produce a great
variety of jeans in different styles and colors. Their prices range
from as low as HK$15 in the sidestreet stalls to over HK$100 in some
large department stores. The wide product ranges of jeans offered us
an excellent opportunity to examine local consumers' buying behavior,
which was the primary concern of this thesis.
We interviewed two hundred respondents by questionnaire,
and they were classified as buyers and non-buyers they were also
classified into different groups by consumer characteristics, e.g.,
age, education level, income and occupation. Our main finding was
that age was the most important factor: most buyers were under thirty
years old, and most non-buyers were over thirty. We also observed
that most people preferred foreign to local jeans, and that price was
not an important factor in affecting their behavior.
This thesis is by no means a complete study of local con-
sumers' jeans buying behavior, and it is only intended as a rough guide
for those who are interested in the marketing of jeans in Hong Kong.
We sincerely hope that it will be useful to them.
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11 . 0 INTRODUCTION
1 . 1 Objectiveof Study
In 1850 , the first Levi Strauss , a shrewd Bavarianimmi -
grant who followed the Gold Rush to California , laid the groundwork
for the present Levi Strauss Co . by starting a drygoods business
and making canvas pants for prospectors( 10 ) . Over the years , the
only changes in that first basic design were a shift to blue denim
and the addition of tiny rivets to reinforce the pockets . Not until
the end of World War II did the companybegin to take a hard look
at where it was going . Now , after more than 120 years , this apparel
has gone mod and becomea fashion item . Levi ' s and other jeans are
turning up in a variety of shapes ( standardtaper , bell - bottoms,
straight - legged stovepipes) , fabrics ( denim , twill , curduroy, cotton
suede , hopsacking) , and color ( plaids , solids , stripes , checks, psy -
chedelic prints , tapestry ) . In Hong Kong , almost every large depart -
ment store has set up a special boutique just for jeans but one can
also buy jeans from the numerous stalls scattered around the side -
streets of the Colony .
What is the motivationof the local jeans consumers? Do
they buy jeans because of physiologicalneeds , so that they will have
clothes to keep them warm , or do they do so because of psychological
motives , thinking that wearing jeans , and not other types of pants ,
2
places them in a special social class distinguished from the others?
The primary objective of this thesis is to answer these questions.
The fact that the small sidestreet stalls can do business
side-by-side with the large department stores means that both types
of retail outlets have their own particular market segment. Naturally
one would tend to associate the large department stores with the expen-
sive imported famous brands of jeans, and the small sidestreet stalls
with cheap unbranded jeans and even imitators of the famous brands.
The second objective of the thesis is to investigate consumer charac-
teristics and to identify each market segment with a special group of
consumers. There have been two main approaches to the problem of
specifying market segment (19, p. 26). The first has been to classify
customers by their socioeconomic, and/or demographic characteristics,
such as sex, age, income and so forth. Common to all these variables
is their independence of any product or service and the particular
circumstances faced by the customers in making certain buying and
consumption decisions. The second approach bases the segments on
situation-specific events, such as purchases and users of specific
products (heavy versus light users), brand-loyal versus non-brand-
loyal users, attitude toward the brand, and so forth. The questionnaire
of the thesis is so constructed that both approaches can be employed.
Mr. Peter L. Thigpen, general manager of Levi-Europe, once
remarked that the company had a tremendous problem in Europe with
Hong Kong imports, because there were a lot of people who distributed
low-priced, unbranded Hong Kong-made garments that particularly hurt
3us in the low end of our price range (36). By this he implied that
Hong Kong-made jeans were of inferior quality. On the other hand,
in the recent Ready-to-Wear Festival', over 1,000 overseas and local
buyers were overwhelmed by the quality of local garments, of which
jeans were an important item. As a matter of fact, the Festival's
series of fashion shows were started off by a parade of models wearing
jeans! However, in spite of improvements of local garments in quality
and design, (which were generally remarked upon by overseas buyers),
Hong Kong jeans seem to be unable to attract local consumers, as seen
from the dominance of foreign brands in the local jeans market.
That is the reason for this phenomenon? Is it because there
is still a long way to go before local jeans can compete with their
foreign counterparts, or is it due to local consumers' perception of
foreign products always being better than local products? The third
objective of the thesis is to search for answers to these questions,
and, if possible, to find remedies which would help to market local
jeans locally.
1.2 Scope
Consumer behavior is essentially an integrative discipline,
drawing on the theoretical foundations of psychology, sociology,
1The Ready-to-Wear Festival is held annually by the Hong
Kong Trade Development Council to promote the overseas sales of
local garments.
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social psychology, anthropology, and economics. In this thesis,
no attempt is made to rely on a single theory or model of consumer
decision making. Our purpose is to examine the most valid and generally
relevant theoretical foundations. There are numerous points of view
from which consumer behavior can be approached-- learning theory,
diffusion theory, group theory, balance and neo-Freudian theory.
Exponents of these viewpoints sometimes seem to give us the impre-
ssion that they have completely explained consumer behavior. Yet
individual theories, although they enhance our ability to explain
the reality confronting us, cannot be seized upon as final answers
to our questions they simply do not explain the total causality for
the range of behavior of the capricious consumer. On the whole, the
general scope of consumer behavior study in this thesis can be divided
into the following headings:
l._ Psychological Process
2. Interpersonal or Social Structure
3. Cultural Influences
Psychological Process
The act of purchasing is the outcome of a decision-making
process. The most widely discussed concept of a purchase process is
the hierarchy of effects form proposed by Lavidge and Steiner (29)
the six stages in the hierarchy are as follows:
1. Awareness: The individual is aware of
the product's existence.
52. Knowledge: The individual knows what the
product 'has to offer'.
3. Liking: The individual has favourable
attitudes toward the product.
4. Preference: The individual's favourable
attitudes toward the product have developed
to the point of preferring it to all other
possibilities.
5. Conviction: Preference is couplied with a
'desire to buy' and confidence that the
purchase 'would be wise'.
6. Purchase: 'Attitude' is translated into
actual buying behavior.
The questionnaire for this thesis was so designed that
these six stages could be measured as accurately as possible.
The product is a complex stimulus containing a perceived
set of want-satisfying attributes and a generally distinguishable
symbolic character (38). According to this rationale, a product
is more than its physical properties. Furthermore, a product,
especially to the extent that it is differentiated and not a commodity
item, as in the case of a pair of jeans, also tends to possess a more
abstract, social-symbolic meaning, or what has popularly been termed
'brand image' (21). According to Levy (30), people buy things not
only for what they do, but also for what they mean. The jeans consu-
mer, therefore, is buying more than just a pair of pants. The jeans
for the beautiful people' expresses quite a different social-symbolic
meaning than The jeans that make you more beautiful. Therefore,
product consumption, especially when it involves a product as visible
to other--people as jeans, is an important aspect of self-presentation
6and an opportunity for self-enhancement. We will try to identify
the consumers who are addicted to brand names and to explain the
reasons for their addiction.
Price conception is important, because since consumers often
use price as an indicator of quality, a higher price may sometimes be
perceived as a quality plus factor for the brand. However, price is
only one of the many factors which a consumer has to consider before
making a final decision. Claude R. Martin, Jr., in an experiment with
consumers of fashion goods to determine their information requirements
in making a purchase decision, concluded that information about price
(first) and about the physical properties of fashion clothes (second)
is in large part the basis for a consumer's buying decision therefore,
his demands for such information are consistent with his behavior.
Furthermore, the study also shows that those who are inclined toward
a positive buying decision apparently need more information than those
who are inclined toward rejecting a garment. This includes color, brand
name, store identification, garment care, department of store where
sold, sales-girl's evaluation of quality, and sales-girl's evaluation
of style (31). The thesis has included price, quality, style, cutting,
and color as factors affecting the choice of a particular brand of jeans,
and we are more interested in measuring the relative importance of
price as compared with other factors, rather than the relationship
between price and quality for a pair of jeans.
Some recent research and theorizing about consumer decisions
have been based on the concept of perceived risk (1). Since it is a
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function of possible consequences and the uncertainty of these con-
sequences, risk reduction can occur by reducing the possible conse-
quences or increasing the certainty of the purchase outcome. This
can be achieved by searching for more information about the parti-
culars of a product before making the final purchase. For the purchase
of jeans, information can be obtained from fashion magazine, sales-
girl's advice, and suggestions from friends who have purchased jeans.
All these aspects have been included in the thesis.
Brand loyalty of course must be considered since many con-
sumer purchases are habitual responses deriving from prior satisfac-
tion with products. Tucker, for example, has experimentally studied
the development of brand loyalty under conditions where product
offerings are indentical: loyalty, therefore, would not be expected.
Yet about half of his respondents established brand loyalty, and this
loyalty can be considered logical in that it reduces ambiguity in deci-
sion making, and because the brand responses made were sufficiently
reinforced to result in learned behavior (39).
In the thesis we shall try to relate brand loyalty to brand
performance as perceived by the consumers. The consumer's tendency
to develop brand loyalty is an important advantage to the marketer of
an established brand. In our case, if a jeans manufacturer wants to
put a new brand onto the market, he has the difficult task of encouraging
brand switching. Thus if perceived brand performance shows unfavourable
response towards a particular brand, he could formulate strategies
attacking this brand, with the hope of capturing part of the market.
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Interpersonal or Social Structure
Although response to product stimuli is primarily based
upon cognitive and motivational characteristics of the individual,
the consumer is bound none the less to other people by distinctive
patterns of social and cultural relationships, The people with whom
he associates influence his potential response, and this fact has to
be taken into account.
The most significant interpersonal influences occur within
the confines of the groups to which the individual belongs. The con-
tinuation of the group necessitates that it exert pressure on the
individual to conform-to its beliefs, values, and norms, and that it
assign duties to the individual. This pressure toward conformity
depends upon the individual's particular relationship to the group.
His social integration (level of acceptance by other group members)
and his role within the group (expected behavior pattern based on
group position) relate-- generally positively-- to degree of group
influence. In the thesis, this degree of group influence is measured
and compared with other sources of influences such as advertisements,
curiosity and trial motive, necessity, and following fashion trends.
Considerable influence is also exerted on the consumer
beyond the boundaries of groups. Personal influence is a broader con-
cept than group influence, and refers to any change in an individual's
attitude or behavior as a result of interpersonal communication. Thus
group influence can be thought of as a subset of personal influence.
9
Personal influence is used as a term essentially synonymous with
word-of-mouth advertising--although word-of-mouth is also a sub-
set of personal influence, in that it is limited to verbal communi-
cation. Since the thesis has been geared to measuring group influence,
it is natural that personal influence is also to be measured. How-
ever, this measurement is only a very general survey of the degree
of influence exerted by friends, without going into detail about the
actual formation of influence initiation and opinion leadership.
Cultural Influences
Culture refers to man's social heritage and is specific to
any society. It is the distinctive life style of an aggregate of
people. People's living habits, their aspirations in life, the roles
they fill, the way they relate to other people, the way they perceive
things, the goods and services they feel they need, and the nature of
their consumption patterns--all these reflect, to a greater or lesser
degree, the impact of culture.
Within a complex, heterogeneous culture, however, such as
that found in Hong Kong, subcultural groupings may be much more rele-
vant for the individual than the aggregate culture. Subcultures are
based on religion, ethnic background, language, and other factors,
including social class. Identification with a subculture has impli-
cations for life style. Therefore, in the study of the consumer
behavior of jeans in Hong Kong, we are trying to identify the youth
10
culture of teenagers, who are the potential customers of jeans.
This can be achieved by examining their way of life, and their general
beliefs. Due to the relatively small size of Hong Kong, though, the
subcultural groupings on geographic locations will not exert much
influence on the consumer behavior of jeans. Therefore this thesis
will primarily be focused on subcultures based upon age, education
level, income, and if possible, marital status.
Some social scientists have advocated the social class
approach for the study of consumer behavior. However, it must be
pointed out that this approach is basically inferior to income as a
correlate of buying behavior for certain kinds of products (34). We
strongly believe that jeans belong to this category. The reason for
our belief is that for jeans, factors such as physical comfort, dura-
bility and cut are more basic in the consumer's considerations. On
the other hand, the social class approach is not entirely unimportant.
Its usefulness lies in its ability to test the correlation between
brand image and brand loyalty of jeans on the one hand, and social
class on the other. To this end, the questionnaire has included some
aspects of daily life routine, such as favourite magazines and T.V.
programs, hoping to link life style with social class.
1.3 Limitations of the Study
The first and the most important limitation of the study of
consumer behavior of jeans is the difficulty of studying the individual's
11
response to a product stimulus which, in the most basic sense, is
affected by the way he perceives that stimulus object. No two people
perceive an object as exactly alike, because no two people have the
same view of the world. An individual's view of the world, or cog-
nitive set, is formed over time, and reflects his physiological
characteristics (e.g., his eyesight and his intelligence level), his
psychological characteristics (e.g., his personality and need-value
systems), and the nature of his social environment and experiences
(e.g., whether he was raised in Hong Kong or overseas, in wealth or
in poverty, by an authoritarian or lenient father).
To assess the differences of perception among the individuals
and to predict their behavior however, is a process that requires well-
controlled experiments to support its findings. Therefore we decided
not to include this aspect of consumer behavior due to the lack of time.
Another limitation lies in the sphere of product stimulus
and consumer response. As previously mentioned, the product is a com-
plex stimulus containing a perceived set of want-satisfying attributes
and a generally distinguishable symbolic character. However,
1. Not all products mean the same thing and not
all men desire the same product meanings.
2. Not all purchase decisions are important enough
or relevant enough to encourage the consumer to
be concerned about self-presentation or self-
enhancement. Thus the purchase of a pair of jeans
may not be a particularly involving event for
12
some consumers.
3. Not all consumers are equally interested in self-
presentation behavior. Socially mobile individuals
aspiring to membership of a higher social class may
be especially subject to self-presentation consider-
ation-- buying only the famous brands. The economi-
cally disadvantaged person's buying decision rules,
in contrast, may be on lowest price or trust in a
selected dealer.
Therefore, for the above reasons, the study of consumer
behavior of jeans in Hong Kong in this thesis can at best reflect
only a large proportion of consumers.
Another limitation originates from the difficulty in measuring
group relationships. Although the pressure toward group conformity
depends upon the individual's particular relationship to the group,
the questionnaire does not measure the degree of group relationship.
We only make the assumption that the consumer is quite closely related
to his informal group and that he is quite well-accepted by the group,
so that when he purchases a pair of jeans, he will turn to his group
for advice and information.
The final limitation of this thesis is the lack of a clear-
cut opinion leader profile. We do not intend to have a depth survey
of the qualities of an opinion leader in jeans. Instead we have made
the assumption, basing on Elihu Katz's findings (26), that the more
nearly an individual represents or personifies group values, the more
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likely is his opinion leadership. Thus, if the group emphasizes
an in manner of dress, in this case jeans, the individual who
dresses accordingly may well be influential. An individual who is
highly knowledgeable about jeans is also more likely to be an opinion
leader. Finally, the individual who is available and active in the
everyday interpersonal communication process is more likely to
exercise opinion leadership.
1.4 Structure of the Thesis
This thesis consists of six chapters. Chapter One is the
introduction, outlining the objectives of the study, the general scope
and limitations of the study of consumer behavior, and the general
structure of the thesis. Chapter Two is the methodology section,
which describes the design and structure of the questionnaire, sampling
technique employed, methods of collecting data, and an interview with
a leading local jeans manufacturer who gives his view of the present
local jeans market and the future prospect of the industry. Chapter
Three, Four and Five are the analysis sections. We used computer based
techniques to analyse the data from the questionnaire, so that any
correlation between consumer characteristics and the consumers' buying
behavior of jeans can be drawn and analysed. Computer packages for
cross-tabulation and discriminant analysis are used for these purposes.
Finally, in Chapter Six, based on the results of our analyses, we pre-
sent our conclusions and recommendations. It is our sincere wish that
14
our recommendationsw ll help the local jeans manufacturersin iden -
tifying the potential market segment of jeans consumers, and if pos -
sible , in formulatinga strategic market policy .
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2.0 METHODOLOGY
The acceptance of products with a fashion element is one of
the most uncertain aspects of marketing. Yet product introduction and
fashion itself are such basic necessities for continued success, that
great care must be taken. Clearly a sound means of forecasting the
onset of any popularity wave is needed, of predicting its course, and
of recognizing the earliest symptoms of a forthcoming decline.
To illustrate the seriousness of risk in garmet products
with fashion elements, we would like to cite an historic case. It
was learned that several years ago a leading garment company planned
to penetrate the local market'. As the company had been manufacturing
ready-to-wear men's suits for export, it followed the trend of making
men's suits for the local market, spending a tremendous amount on
design and other promotional efforts. Unfortunately, due to the lack
of market research, this company ignored the fact that men in Hong
Kong were not accustomed to buying ready-to-wear suits instead they
generally preferred tailor-made suits, which should have been sus-
pected with such a large number of tailors in Hong Kong. Apparently
ignorant of this fact, the company went ahead with its*plan to market
ready-to-wear men's suits. The project proved to be a failure despite
heavy promotional efforts.
Generally speaking, fashions are thought to have an initially
slower rise to popularity than other fads, a plateau of continuing
1The information was disclosed by a friend of the author
working in that company.
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popularity lacking in most fads, and a slow, rather than abrupt
decline typical of the fad (see Figures 2.1 and 2.2). We believe,
however, that jeans belong to another class of products (other than
fashion): a class which requires little or nothing in the way of
early market development but rises in an active growth market after
a period of introduction and then remains popular for long periods
(see Figure 2-3).
Thus we would classify jeans as a kind of classic-- the
style which is never out of style for its market segment and which
is rarely the rage. In general, jeans as a fashion item are far
more predictable than commonly thought, providing one makes full use
of the basic concepts of a product as a compromise bundle of desire
atributes, demand as a desire set based on social conditioning, and
motives as existing in a dynamic hierarchy and constantly restructured
in the very process of their appeasement (41). Thus the questionnaire
is designed to study the speed of adoption of jeans and the amount of
required learning of three types: use-systems learning, value per-
ception learning, and role-perception learning.
2.1 Design and Structure of the Questionnaire
The research method we used for this thesis was that of the
structured and direct personal interview. This method has the advan-
tage of the questions being formulated in advance, so all of the























Fig. 2-3: Apparent Life Cycle of Jeans
Source: Wasson, C. R., How Predictable are Fashion and other Product
Life Cycles? Journal of Marketing, Vol. 32 (July 1968), 36-43.
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fashion. Further, it is possible to work out carefully the exact
wording of the questions to reduce the possibility of misunderstandings
and influencing the answer by the phrase used (22).
Before the questionnaire was put into its final form, (see
Appendix A), pretests were made to discover problems with the wording
and ordering of questions. The pretests were carried out from February
to March, 1973. A sample size of fifty was chosen, being equally
divided between males and females. The pretests were designed:
1. To find out the proportion of respondents who are jeans-
wearers, how long they have been wearing jeans, on what
occasions they wear jeans most, and the number of pairs
of jeans they own.
2. To find the reasons why some respondents do not like to
wear jeans.
3. To compare=_ the following factors associated with gar-
ment products that may influence the respondents'
buying behavior: price, durability, style, cut and
color, and also to compare' the factors that are charac-
teristics of jeans in affecting the consumers' buying
behavior. These factors are listed in Question 10.
4. To find out what the buying motive of the jeans consumers
is and the factors that affect it, and to predict their
future motive.
5. To test the consumers' brand perception toward foreign
and local brands.
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6. To test the consumers' brand loyalty toward foreign
and local brands and to find out the reasons for their
brand loyalty.
7. To examine the consumer characteristics, classifying
the respondents by age, marital status, occupation,
education level, income level, sex and social class.
We used interval scales in the questionnaire where possible
for two reasons: 1) direct questioning of respondents on their atti-
tudes would not be effective, as many are not aware of their own
attitudes toward jeans or they cannot articulate a statement of the
attitude that is a compound of many conflicting feelings. 2) Obser-
vation is not an efficient method of studying attitudes, as it is
difficult to observe enough aspects of an individual's behavior to
get a good sampling, and behavior often disguises true feelings (5).
2.2 Sampling
Data were collected by sampling, because of the lower cost
of this method as compared to others. We define the universe of popu-
lation in our thesis as all males and females over the age of twelve
residing in Hong Kong. The choice of twelve as the lower age limit
is based on the assumption that the respondents must know what they
are looking for in a pair of jeans before they can answer the ques-
tionnaire correctly, and we feel that when a person is over twelve
years old, he (or she) will gradually become fashion conscious.
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There is no upper age limit, because we felt that if we were to have
a preconception of jeans being only for teenagers, thereby ignoring
the higher age group, the results obtained would not be representative.
In selecting our sample we would have liked to have used
simple random sampling. This, however, was not possible, because in
Hong Kong no master list of household and/or individuals exists. Had
we been able to use a probability sample, the calculations of sample
size shown below would have been used (37).
We chose to be correct within 5 percentage points at the 5
per cent level of significance. Our representative percentage for
calculation purposes will be the proportion of non-buyers of jeans
in Hong Kong. This was estimated in our preliminary survey to be
about 20 per cent.
where Standard 1Deviation




n = Estimated Sample Size
By computation, the sample size is 246, and this sample size,
if used, would ensure that the estimate of non-buyers in the population
based on our sample would be within 5 percentage points in 95 per cent
of the samples drawn in this manner. Unfortunately, this sample size
was unattainable because of lack of time, and a sample size of 200 was
actually obtained.
Although we have mentioned earlier (page 19 and 20) that the
sample used in this thesis would include teenagers as well as adults,
the sample is structured in such a way that more attention is given to
the age group under thirty-five. This is primarily because jeans are
essentially a fashion product particularly popular among teenagers.
They tend to be more fashion-conscious than adults. Another reason
is that although jeans can be worn on all occasions, most adults can-
not wear jeans to work because of the tradition that office workers
must wear a shirt and tie to work hence the term white-collar worker.
Adults, then, would generally consume fewer jeans than teenagers.
Following the same argument, teenagers would consume more jeans because
they have more time for outdoor activities. Finally, by observation,
we think that most people still have the notion that jeans are only
for the young, and that when one reaches a certain age, he/she should
not wear jeans at all. Although this notion is gradully disappearing
with the mixture of Eastern and Western cultures, it is still deeply
entrenched in the minds of most adults. Therefore, even though our over-
emphasis on the teenage population may affect the overall representa-
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tiveness of the sample size, at least we can have a fairly good
representation of the teenage population, the potential buyers of
jeans.
Another factor in the sample distribution is sex. About
ten years ago, it was commonly thought that jeans should not be worn
by females because they were too tight and immoral. But with the
invasions of bikinis and mini-skirts, the definition of immorality
of fashion and other practices collapsed overnight, and there was an
upheaval in the ideas towards female clothing. Now, nobody would
oppose females wearing jeans, and there seem to be more female jean-
wearers. Therefore, we think that the sample should be equally divided
between males and females.
To conclude, the sample of respondents was distributed as
follows:
1. There was an equal distribution between males and
females, i.e., one hundred males and one hundred
females.
2. There was a larger sample of teenagers than adults.
Therefore, seventy-five per cent of the respondents
were thirty years old and under, and twenty-five per
cent thirty-one years old and above.
2.3 Method of Collecting Data
Data was collected by personal interview. Five interviewers
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were recruited and trained for this purpose. During training sessions
the interviewers were reminded of the following rules:
1. Each question must be asked exactly as worded.
2. They must not comment on the meaning of the questions
or indicate in any way what kinds of answers might be
acceptable.
3. Every question must be asked unless they are instructed
to do otherwise.
4. Questions must be asked in the same sequence as given on
the questionnaire.
Different color cards were prepared for questions concerning
scales, brand names and statements of reasons. This was to ensure
that there would be no misinterpretation of the questions. In addition,
practice interviews were arranged to ensure smooth running during the
actual interviews. On the whole, the interviewers had a thorough
understanding of the questionnaire, and they were well briefed on
their duties and the rules.
Each interviewer was assigned an area in which to conduct
the interviews: two on Hong Kong Island and three on the Kowloon
side. Except for the instructions of sample distribution mentioned
on Page 22, there was no specific instruction as to how the respondents
would be picked. The interviewers were allowed to exercise their own
judgement in choosing the respondents. Since the interviewers were
volunteers, they were given ample time to complete their assigned
duties: each interviewer was to finish forth questionnaires in a
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week's time. We envisaged two advantages in this interview assignment:
1. Since the interviewers were volunteers, they performed
their duties because of personal interest rather than
monetary incentives it could be expected that this would
reduce the possibility of cheating.
2. Since they were given plenty of time to complete their
assignment, it could be expected that they would tend to
be more careful in conducting the interviews this should
serve, then, to reduce the possibility of committing
errors.
2.4 Sources of Secondary Data
Besides.obtaining primary data by conducting personal inter-
views, we also tried to obtain secondary data with respect to jeans
such as the sales volume of jeans in Hong Kong, the sales distribution
between foreign and local brands, the age and sex distributions of
local consumers, and the number of jeans manufacturers in Hong Kong.
Unfortunately, there is no official figure whatsoever concerning the
sales of jeans in Hong Kong, nor are there any data about the importing
of jeans from overseas, not to mention the sex distributions of local
jeans consumers. The only data we could find was the number of garment
manufacturers in Hong Kong, and this includes jeans manufacturers,
shirt manufacturers,- and manufacturers of other garment products.
Next we turned to local trade associations for information.
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We had an interview with the Managing Director of a leading jeans
manufacturing company, who is also the Chairman of Hong Kong Industrial
Production Trading Association Ltd., the Head of the General Affairs
Section of the Federation of Hong Kong Garment Manufacturers, and mem-
ber of the General Executive Committee of the Chinese Manufacturers'
Association of Hong Kong. Because of his wide range of activities,
we felt he was in a position to comment on the condition of the local
jeans market.
The first comment he made about the local jeans market was
that it is highly competitive. In his opinion, the present jeans
market is dominated by a few foreign brands and one local brand, and
it is almost impossible for small local jeans producers to penetrate
into the market for the following reasons:
1. These few leading foreign and local brands are deeply
entrenched in the minds of the local consumers, so that
a new brand is highly suspect in terms of quality and
style on the part of the consumer.
2. If a local jeans manufacturer is to enter the market
and gain a part of the market share, he has to spend
a large sum of money on promoting the brand image of
his product, and on setting up a competitive channel
of distribution. This amount is estimated to be around
HK$ one million, which is far out of reach for most
manufacturers, who are only operating on a limited scale.
For this reason, most manufacturers do not even consider
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entering the local market. Instead they pay a great
deal of attention to exporting their products, mostly
to the States and Europe. This has the advantages of
lower marketing costs, not having to design styles
(they are usually provided by the overseas buyers),
lower inventory costs (local market conditions demand
a continuous supply of jeans in all sizes and all
colors at all times), lesser degree of risk because
sales are not limited to the local market, and ease of
shifting to other products in a recession period since
it does not depend on a single product that is highly
advertised.
Therefore, according to his view, small local producers are
not interested at all in the local market. They are quite content in
just doing overseas business, which is more profitable and less risky.
That is why, he explained, his factory does not have any local sales,
even though it is one of the largest in Hong Kong.
However, it is very interesting to note that the management
of another jeans manufacturing company holds an entirely different
point of view. In an interview with Texwood, manufacturer of Apple
Jeans, the only local competitor to the foreign brands, we had the
opportunity of having another appraisal of the local jeans market.
In the management's point of view, it is more profitable to enter
the local market because of high demand and potential for future growth.
In their opinion, the local market is far from being saturated, because
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firstly, there is still a large percentage of the teenage population
who do not wear jeans, and given enough time to launch more extensive
marketing programs, there will be more new customers for jeans.
Secondly, the present population of children in Hong Kong will become
teenagers in several years' time. This new market segment will be the
potential customers of jeans.
The company refused to reveal its sales volume, but only
indicated that according to reliable sources, the present sales
volume of jeans in Hong Kong is around the level of 600,000 pairs
per year, and this figure is expected to increase to one million
pairs in several years' time. The company was also reluctant to
reveal its market position, but it claimed itself to be the only
competitor to Levi's in Hong Kong, and that its sales volume is above
all the other brands in the local market except Levi's.
2.5 Method of Analysis
For the analysis sections we used cross-tabulation and
discriminant analysis. From cross-tabulations we can observe the
distributions of the answers by different respondents. Discriminant
analysis is a multidimensional technique using as group the buyers,
which enables the determination of the relative importance of each
member of a set of predictor variables. These variables in our case
are: price, durability, style, cut, color, sources of information
(discussions with friends, fashion magazines, advertisements, window
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display, and fashion shows), age, education level, and income. The
resulting Hits and Misses table is a matrix of the predicted group
allocations and the actual group affiliations. This will reflect
the predictive power of the variables. The discriminant power of the
variables is observed from the tables showing the homogeneity of group
means. If a variable has a low probability, it means that this variable
is a powerful discriminant: i.e., values on this variable are significantly
different among the groups.
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3.0 ANALYSIS OF CONSUIVIER CHARACTERISTICS
In the previous chapters we have stated the objectives of
our study and the reasons for the design of the questionnaire, which
were based on hypothesis formulated as a result of our preliminary
survey. This and the following two chapters are mainly concerned with
the analysis of the returned questionnaires. We hope that the results
reached would be of great value to local jeans manufacturers in formu-
lating marketing policies.
After a careful check of the returned questionnaires, every
question was cross-tabulated against the others the important ones
will be discussed in these three chapters. Of the 200 questionnaires
returned, 35 were found to be incomplete due to the reluctance of some
respondents to answer certain questions (mostly income level). The rest
of the respondents were divided into three groups: twenty-nine were
classified as non-buyers, sixty-three as heavy-users (respondents who
have more than three pairs of jeans) and seventy-three as light-users
(respondents who have three pairs of jeans or fewer). These groups
were to be compared with each other in consumer characteristics, brand
perception, brand loyalty as well as their perception of local and
foreign products with regard to price, durability, style, cut, and
color.
We had cross-tabulated the reasons respondents did not wish
to buy jeans (Question 8) but did not analyses them because no signi-
ficance was observed. Another question (Question 13: Do you normally
compare all the brands at the same or different stores before purchasing
jeans?) was also left out for the same reason. Furthermore, we did
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not use communication media such as television programs and newspapers
to predict the social class of respondents, because the answers given
were too numerous and widespread to make an accurate prediction.
Therefore we assumed that higher income was synonomous with higher
social status. Finally, it must be noted-that although we had recorded
the living districts of the respondents, we did not use the demographic
approach, because no significance was observed between living areas and
consumer characteristics.
3.1 Comparison Between Non-Buyers, Heavy-Users and Light-Users
3.1.1 Age Group
For age distributions, 3.6 per cent of the respondents were
under seventeen, 32.1 per cent between seventeen and twenty-one, 41.2
per cent between twenty-two and twenty-five, 9.1 per cent between twenty-
six and thirty, and 13.9 per cent were thirty-one years old and above
(Table 3.1). For the buyers, 38.2 per cent were in the age group
seventeen to twenty-one, and 41.9 per cent twenty-two to twenty-five.
The other buyers made up the remaining 20 per cent. On the other hand,
the largest group of non-buyers were aged thirty-one and above (51.7
per cent), and the second largest were between twenty-two to twenty-
five (37.9 per cent). There were no non-buyers for the age group
under seventeen, and the remaining age groups made up a total of
10.3 per cent.
The most significant observation was that for the buyers
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the largest segment fell on the group between seventeen and twenty-
five (a total of 80.1 per cent), and the corresponding age group
for non-buyers was thirty-one and above (51.7 per cent). It was also
found that there were hardly any non-buyers under seventeen years old.
The age distribution for buyers was quite similar to that
of the total respondents (Table 3.2), with the largest groups between
seventeen and twenty-one, and twenty-two to twenty-five. It was also
observed that there were more younI people who were heavy-users, and
our explanation for this was that the younger age groups had a greater
potential for becoming heavy-users.
Although different age groups have different physiological
and psychological characteristics and quite dissimilar sociocultural
roles, the critical question is whether or not different age groups
really buy differently. Basing on Tables 3.1 and 3.2, we cannot answer
this question. But it is fairly certain to state that for the buying
of jeans, buyers below thirty years old show a positive response.
Walters and Paul, in a recently published book on consumer behavior
(40), suggested a combined income-age segmentation into three cata-
gories: the formative years segment--those twenty-five and younger,
with income below the national average the good years segment--the
primary adult market, aged twenty-five to fifty-five, with the largest
income and the retirement years segment. Each of these three seg-
ments has, on the average, different needs and means and hence may
have a different profile of purchasing behavior. But we think this
approach is not suitable for our study because, firstly, the jeans
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market is primarily for the young, as supported by our findings there-
fore by extending the age group to higher age is both unnecessary and
unrewarding. Secondly, the income statistics in Hong Kong are not
sophisticated enough to provide us with a sufficient comparison among
different income groups. We feel that our findings, basing on age
distribution alone, provide sufficient information for our study.
3.1.2 Marital Status
Table 3.1 shows that of the total respondents, 77 per cent
were single, 21.8 per cent married, and 1.2 per cent belonged to other
categories. For the buyers, there was an increase in the number of
bachelors (85.3 per cent, a 8.3 per cent increase), and a decrease in
other groups (14 and 0.7 per cent, a decrease of 7.8 and 0.5 per cent
respectively). For the non-buyers, the results were just the opposite,
with a 39.1 per cent decrease for bachelors, a 36.8 per cent increase
for married people, and a 2.2 per cent increase for others.
For the comparison between heavy- and light-users, it was
observed that 85.3 per cent of the buyers were single, 1.4 per cent
married and 0.7 per cent belonged to other groups (Table 3.2). This
distribution was similar for heavy- and light-users. It was also
noticed that there were more light-users than heavy-users (52.6 and
57.9 per cent respectively for single and married).
Our remark is that most bachelors wear jeans because they
are still young. As they grow older and get married, they tend to
be less fashion conscious. This is similar to the findings of Wells
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and Gubar (42), who said that those who are bachelor aged tend to
have few financial burdens. They therefore become fashion opinion
leaders, and are recreation oriented. However, marital status cannot
explain why some are heavy-users while some are light-users of jeans.
3.1.3 Occupation
The respondents were classified into nine occupation groups:
clerk, managers, skilled workers, merchants, nurses, teachers, workers
and officers (uniformed government servants) (Table 3.2). The student
group was the largest single group (38.4 per cent), followed by clerks
(21.3 per cent) and workers (15.9 per cent). The other groups were
fairly evenly distributed.
When we compared buyers with non-buyers, we observed that
with the exception of managers and teachers, all the other groups had
a larger percentage of buyers. This might be due to the fact that
these two groups tend to be well-dressed at work, and it is possible
that this tendency is maintained after office hours. The largest
group of buyers consisted of the officers (uniformed government
officers including officers from the Royal Hong Kong Police Force,
Fire Services Department and Prisons Department), and the other
group consisted of students (92.1 per cent of them were buyers).
The distribution of occupations among the buyers was also
quite similar to that of the total respondents (Table 3-4), with
light-users having a larger percentage except for the student group,
where heavy-users represented 60.3 per cent of the total student
buyers. The nurse group had the largest percentage of light-users
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(87.5 per cent) followed by skilled workers (83.3 per cent).
On the whole, we think that there is a close correlation
between occupation and the purchasing of jeans. When the working
environment calls for ruggedness, as in the case of officers or
workers, respondents will prefer jeans to other clothing.
3.14 Highest Education Level Achieved
We classified this characteristic into four levels: primary,
secondary, technical and university (Table 3-3). It was observed that
regardless of education level the respondent had achieved, there was a
larger percentage of buyers. However, for those who received only pri-
mary education, there were more non-buyers (4.2 per cent of total res-
pondents, 2.9 per cent of buyers and 10.3 per cent of non-buyers).
This also occurred with those receiving technical education: where was
a 2.6 per cent decrease of buyers and 12.2 per cent increase of non-
buyers (18.8 per cent of total respondents, 16.2 per cent of buyers
and 31 per cent of non-buyers). For university students, there was a
3.3 per cent increase of buyers and 15.5 per cent decrease of non-
buyers (32.7 per cent of total respondents, 3.6 per cent of buyers and
17.2 per cent of non-buyers).
3.1.5 Monthly Family Income
The distribution of respondents by income (Table 3.3) was
1.8 per cent with less than $500, 13.3 per cent between $501 and $1,000,
35.2 per cent between $1,001 and $2,000, 21.8 per cent between $2,001
and $3,000, and 27.9 per cent with income level of $3,001 and above.
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This distribution was maintained for both the buyers and the non-
buyers. On the whole, over 80 per cent of the respondents, regardless
of income, were jeans buyers.
An examination of the distribution of heavy- and light-
users by income (Table 3.6) showed that it was quite similar to the
total distribution. However, we noticed that income level had a
greater effect upon the number of jeans one owns. Except for the income
group of $500 and below, the other three income groups had more light-
users than heavy-users.
Basing upon these findings, we conclude that although income
level has no effect upon one's behavior, it has some effect upon the
number of jeans one possesses. Our explanation for 100 per cent of
the income group of less than $500 being heavy-users is perhaps due
to its relatively small sample size of only three respondents.
3.1.6 Sex
In Chapter Two we said that the respondents were to be
equally divided between males and females. But since there were
some questionnaires which were incomplete, the actual distribution
was 57 per cent male and 43 per cent female. For the buyers, there
was a slight increase in the male percentage (l.g per cent) and decrease
in the female percentage (1.8 per cent). This showed that in general,
both sexes were buyers of jeans,, but the male respondents had a greater
tendency towards becoming jeans buyers.
This finding was further supported by Table 3.6, which
showed that there was a higher percentage of male heavy-users.
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Furthermore, the distribution for male heavy-users exceeded the general
distribution of the respondents by 6.3 per cent (65.1 per cent against
58.8 per cent), and for females there was a 6.3 per cent decrease
(34.9 per cent against a general distribution of 41.2 per cent).
3.2 Analysis of Motives Behind First Purchases of Jeans
In Chapter One, frequent reference was made to the importance
of the manner in which the consumer receives, interprets, and responds
to stimulus inputs from his environment. During the process of percep-
tion, stimuli are received and interpreted by the individual and trans-
lated into a response. Perception begins when stimuli are detected by
the five senses: the result of this detection is referred to as
sensation. The key question, however, is how does the individual
interpret and classify sensations meaningfully? The answer seems to
lie in categories of meanings which are stored in his central control
unit and function as a kind of decision rule for classifying and inter-
preting inputs (16). Categories become learned and operative during
the comparison process through three influences: 1) characteristics
of the stimulus itself 2) the relation of the stimulus to its back-
ground and 3) personal factors such as motives, personality traits,
and attitudes.
In this thesis, we have included five factors which may
act as stimuli to the consumers: advertisements, friends, curiosity,
necessity and following the fashion trend. The following section
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will analyse the response of the consumers to these different sti-
muli according to the background and personal factors of the respondents.
3.2.1 Advertisements
The effect of advertisement is based on the assumption that
constant exposure to a stimulus induces a level of adaptation such that
strong variation are needed to induce an awareness of change (Weber's
Law). Therefore it is common sense to predict that novelty and contrast
will find widespread use in advertising to make a particular message
stand out from competitors.
For advertising jeans, manufacturers have made use of con-
trasting colors and novel themes to emphasize the free and casual
elements of jeans. How did the respondents react to these advertisements?
In Table 3.7, we observed that only 11 per cent regarded advertisement
as the most important factor, while nearly 40 per cent put it as most
unimportant.
However, we cannot say that jeans advertisements were a failure,
because they did exert a great influence upon the younger age group.
In Table 3.8, we see that respondents who considered advertisement the
most important stimulus were centered around the age groups of under
seventeen and between seventeen and twenty-one. On the other hand,
advertisements had no significant effect upon the older age group.
In fact, 62.5 per cent of the oldest age group rated it as the most
unimportant factor.
As for the relationship between the education level of res-
pondents and their response to advertisements, we can say that those
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of primary education standard were more prone to advertising stimulus
than those with secondary or university education. Half of the res-
pondents with primary education rated advertisement as the most important
factor, while only 6.1 per cent of respondents with university education
gave the same reply. This finding was further supported by the fact
that of all the respondents who rated advertisement as the most unimportant
factor, only 1.9 per cent came from the group with primary education
level, while 52.2 per cent were from secondary schools, and 34 per cent
were from university.
We also cross-tabulated the effects of advertisements against
other consumer characteristics, but we found that they were of little
significance.
3.2.2 Influence of Friends
We discussed in Chapter One how thought processes are so
rooted in social context as to affect our perception, even of inanimate
objects. We also discussed how group influence may determine the standards
of norms which an individual within the group adopts in making judgements
in an unstructured perceptual situation. Extension of these concepts
leadsnaturally to one of the principal mediating social forces, the
group itself. For social groups provide most of the standard for
behavior that enables an individual to live in a satisfying manner
in a world filled with other people (33). But are jeans consumers
conscious of group norms? If so, what is the degree of such conscious-
ness? This section will analyse the response of the consumers to the
influence of friends in their purchasing of jeans.
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From Table 3.7, we note that the opinions of friends were
more influential than advertisements--19.9 per cent of the total num-
ber of respondents rated it as important (11.8 per cent for advertise-
ment) and only 32.4 per cent rated it as not important at all (39 per
cent for advertisement). Of the fifteen respondents who rated it as
the most important factor, about half (53.3 per cent) were heavy-users,
and the other half (46.7 per cent) were light-users.
Married people were more conscious of the influence of friends
than bachelors. Table 3.10 showed that more married people rated
friends' influence as an important factor (15.8 per cent against 10.3
per cent for bachelors). Similarly, fewer married people rated it as
not important at all (26.3 per cent against 32.8 per cent). This was
perhaps due to married people's consciousness of membership group and
reference groups (reference groups are those with which an individual
identifies to the point where the group becomes a standard, a norm, a
point of reference for him). Thus, reference groups might have a great
influence upon buying behavior. However, this influence was selective
in that it did not seem to apply equally to all products or brands.
Bourne (4) cited the work done by the Bureau of Applied Social Research
at Colunbia University to determine the relative influence of the
reference group in product and brand purchases. We believed jeans
belonged to the category where the influence of friends was strong
for the choosing of brands but not the product.
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(Note: The classification of all products marked with an asterisk
is based on experimental evidence. Others are classified
speculatively on the basis of the past experience and judge-
ment available.)
Source: Bourne, F.S. Group Influence in Marketing and Public
Relations. Ann Arbor, Mich.: Foundations for Research
on Human Behavior, 1956.
As for the influence of friends upon the buyers classified
by occupation, education level, income and sex, they were found to be
less significant after cross-tabulations.
3.2.3 Curiosity
It seemed that curiosity was not a strong factor, for only
5.1 per cent of the buyers rated it as most important (Table 3.11).
If we analyse this factor by age group, we find that except for the
lower age group of under seventeen, curiosity is the least important
factor. This implies that before purchasing jeans, the consumers go
through the process of learning, which formally defined, means all






(2). Therefore, the consumers have already gained full knowledge
of jeans before making purchase.
3.2.4 Necessity
Motivation is viewed as an intervening variable between
stimulus and response, and it is an underlying force governing behavior.
As conceptualized (35), motivation is an active, strong driving force
that exists to reduce a state of tension and to protect, satisfy, and
enhance the individual and his self-concept. Motives can be expressed
as physiological and psychological in nature, although this is, of
course, a considerable simplification. Psychological motives stem
from the needs created by the individual! s social environment. We
hope we can analyse the importance of psychological motives behind
the purchasing of jeans in this section.
Table 3.11 showed that 58.8 per cent of buyers rated
necessity as the most important motive for their purchases of jeans,
and only 2.9 per cent gave a negative answer. Heavy-users were more
affected by the need motive than the light-users, for only 1.6 per
cent of the former group rated this motive as not important at all,
while more than 4 per cent of the latter group gave the same answer.
This implies that physiological need was a more important motive for
the heavy-users.
As for the response of the different age groups to the need
motive, it was found to be quite similar to that of the buyers as a
whole (Table 3.12). Other tables also confirmed this finding. There-
fore we conclude that need motive is the most important factor.
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Consumers buy jeans because they need to wear jeans for different
occasions, regardless of age, income, occupation, sex or other charac-
teristics. Perhaps social environment has something to do with this
notion, since it is commonly thought that jeans are the best type of
clothing for outdoor activities.
3.2.5 Following Fashion Trends
We mentioned in Chapter Two that jeans were a kind of
fashion. But what did the buyers consider jeans to be? If most of
them thought that they purchased jeans to follow the fashion trend,
then it is probable that jeans are a kind of a fashion. This section
will answer this question.
Table 3.13 showed that about 20 per cent of the buyers
thought that jeans were a kind of fashion, 20 per cent said that
fashion was a factor of only average importance, and 31.6 per cent
replied they purchased jeans for reasons other than following the
fashion trend. We can say, then, that jeans do have some fashion
element. This notion was more evident among the heavy-users, as only
16.4 per cent of the light-users rated this factor as the most important
(compared with 23.8 per cent for heavy-users) and 34.2 per cent rated
it as unimportant at all (28.6 per cent for light-users).
There was also a close relationship between age and the
importance of this factor. Younger age groups thought that jeans
were fashionable. In Table 3.14, we can see that for the age group
under seventeen, 33.3 per cent replied they purchased jeans to follow
fashion trends. Although only 25 per cent of buyers aged between
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seventeen and twenty-one gave the same answer, this percentage is
higher than the general distribution of 19.9 per cent. The percentage
for this answer declined with the increase of age, as seen from
the 19.3 per cent response from those between twenty-two and twenty-
five, to 7.7 per cent those aged between twenty-six and thirty, and
to zero response from the group aged thirty-one and above.
We also think that education level had an important effect
upon the buyers' opinion of jeans. Table 3.15 shows that as one received
more education, one would be less influenced by fashion. The response
rate for very important decreased from 26.2 per cent for those with
secondary education to 22.7 per cent for university students. However,
we must not conclude that the less educated buyers bought jeans just
for the sake of following fashion trends. The table only suggests
that as one receives more education, one becomes more greatly affected
by other factors besides fashion.
We also cross-tabulated this factor with other consumer
characteristics, but they were found to be less significant.
On the whole, most consumers purchased jeans because of the
need motive. They would not purchase jeans out of curiosity because
they would have gone through the process of learning prior to the
actual purchase. To some extent, their buying motive was also affected
by the influence of advertisements and friends, but such influence was
only important to the younger buyers and married people.
3.3 Sources of Information Sought by Buyers.
In the previous section, we analysed the importance of
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different motives in stimulating the first purchase of jeans.
This section further supports the previous findings by classifying
the buyers by the length of time they have worn jeans. They were
cross-tabulated against the frequencies of information seeking from
the following sources: friends, magazines, advertisements, window
display and fashion shows.
3.3.1 Friends
18.4 per cent of the respondents replied they always asked
for the opinions of friends before buying jeans (Table 3.16). In this
group, 32 per cent had been wearing jeans for more than five year,
This was in sharp contrast to the group which had been wearing jeans
for less than a year, where only 4 per cent gave the same reply.
Therefore it was possible that if a consumer had been wearing jeans
for a long time, he would be more influenced by the opinions of his
friends, because during this period he might have associated himself
with other jeans-buyers, hence the development of an informal group.
Due to the pressure of group norms, it was natural that he would con-
sult others of the group before making a new purchase.
3.3.2 Magazines
From the same table (Table 3.16), we also observe that
magazines were far less influential than the opinions of friends,
for only 8.8 per cent of buyers replied they always read magazines
for information, while almost 30 per cent replied never. However,
as a consumer had been wearing jeans for a longer period of time,
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he would start looking for information from magazines: for those who
always sought information from magazines, 33.3 per cent had been
wearing jeans for more than five years. This suggests that after
an individual has worn jeans for several years, he likes to consult
more information. Although he might hold attitudes on a host of
topics, not all of these attitudes would have general relevance for
him, and their specific relevance would vary with circumstances.
Many of his attitudes towards jeans might be inherently unstable
because they were not very relevant for him they were not tied
closely enough to the fulfillment of important needs of functions.
Therefore the individual would ask for more information when making
a new purchase.
3.3.3 Advertisements
Only 11.8 per cent of the buyers replied they always read
advertisements before buying jeans, and 30.9 per cent replied they
never did so (Table 3.17). Of those who always read advertisements
for information, 50 per cent had been wearing jeans for more than
five years. Generally speaking, advertisements were more influential
than magazines in providing information to the consumers.
3.3.4 Window Display
Window display exerted only moderate influence to the con-
sumers (Table 3.17). 15.4 per cent of them always paid attention to
window displays, and 28.7 per cent replied that they never did so.
For the former group, 38.1 per cent were those who had worn jeans for
only one to two years. This implied that this particular group was
still uncertain about the product they had purchased. This meant that
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they were affected by perceived risk, either functional or psycho-
logical, which was closely related to product performance.
3.3.5 Fashion Shows
This was the least sought for information source, and only
4.4 per cent of buyers always attended fashion shows for information
(Table 3.18). This might be due to the very limited fashion attendance
confined mainly to the upper social class. Therefore, fashion shows
were still not a very popular source of information.
As a whole, advertisements and friends were the most important
sources of information for the consumers. This phenomenon was also
observed in the previous section.
3.4 Analysis of Occasions for Wearing Jeans
In the past, jeans were primarily worn for rugged activities.
In fact, jeans had helped open up the American West more than a century
ago. Around Levi Strauss Co. headquarters in San Francisco, old-timers
liked to tell the story of the turn-of-the-century trainman who replaced
faulty coupling with a pair of the company's trousers, and they actually
held up over a ten-mile run (10). Therefore jeans had an image of being
so tough that they could last for many years. Recently this humble
apparel has begun to go mod and become a fashion item. Jeans are no
longer confined to outdoor activities. People can wear them to work,
dates, parties, school and other activities. But how have local con-
sumers reacted to this change of attitude? Have they followed fashion
47
trends and worn jeans for all occasions, or do they generally still
confine jeans to picnics, hiking and other outdoor activities? This
section will try to answer these questions.
3.4.1 Outdoor Activities
/Almost 80 per cent of the buyers always wore jeans for out-
door activities, and only 2.2 per cent never did so (Table 3.19). For
the former group, 50.9 per cent were heavy-users, and 49.1 per cent
were light-users. So there was little correlation between the number
of jeans one possessed and the wearing of jeans for such occasions.
For different age groups, we observed that young people
preferred jeans for outdoor activities. Table 3.20 showed that all
buyers under seventeen wore jeans for these activities all the time,
and this rate dropped to about 80 per cent for those between seventeen
and twenty-five, then to 61.5 per cent for those between twenty-six
and thirty, and finally to 37.5 per cent for those aged thirty-one or
above. (This showed that more young people preferred jeans for out-
door activities than older people did.\
3.4.2 School
The frequency of wearing jeans to school was evenly distri-
buted for the buyers (Table 3.19). The fact that more heavy-users
wore jeans to school was perhaps because they had more jeans than the
light-users.
Education level had influence upon the consumers! wearing
habits. About 47 per cent of university students wore jeans to school
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(Table 3.21). This rate decreased to 41 per cent for technical college
students, and then to 18 per cent for secondary students. This was
because universities and technical colleges provided a more casual
aumosphere. It was very seldom for local secondary schools to allow
students to wear jeans to school.
It was also discovered, not surprisingly, that more males
wore jeans to school than females. Table 3.22 shows that only 25 per
cent of female buyers always wore jeans to school, while the corres-
ponding rate for males was 38.8 per cent.
Other consumer characteristics were found to be of little
significance in analysing the frequency of buyers wearing jeans to
school.
3.4.3 Parties
Both heavy- and light-users did not like to wear jeans to
parties (Table 3.19). We felt this was because of the common prac-
tice among local people to dress properly for a party. This explained
the extremely low percentage of respondents who always wore jeans to
such occasions (2.2 per cent for always, 84.6 per cent for never,
and 13.2 per cent for sometimes.) This observation was maintained
throughout the different consumer characteristics except for occucation,
where 16.7 per cent of the skilled workers and 12.5 per cent of the
government officers always wore jeans to parties (Table 3.23). We




The percentage of buyers who always wore jeans for dates
was much higher than for parties (Table 3.24). More than half of the
buyers replied that they sometimes wore jeans for dates, showing a more
casual attitude toward dates than parties. Once again, heavy-users
outnumbered the light-users for the group answering always (73.7 per
cent against 26.3 per cent).
Males also showed a more positive attitude than females
(Table 3.25). Of those who replied always wear jeans for dates,
73.3 per cent were males, and 26.3 per cent were females. As for
different occupation groups, managers and nurses never wore jeans
for dates (Table 3.26). 52.6 per cent of those who always wore
jeans for dates were students, showing a changing trend among the young
people. This finding was also supported by Table 3.27, which showed
that 23.1 per cent of those aged seventeen to twenty-one always wore
jeans when going out with the opposite sex. On the whole, about half
of the respondents only sometimes wore jeans for dates.
3.4.5.Work
(34.6 per cent of the buyers always wore jeans to work, 36.8
per cent sometimes did so, and 28.7 per cent never wore jeans to work
(Table 3.24). It was also observed that there were more heavy-users
who always wore jeans for work.) Since managers and teachers had to
dress properly for work, they would never wear jeans for this occasion,
hence the 100 per cent reply for never (Table 3.26). Furthermore,
male buyers were more casual when at work, and females were more
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conscious of their appearance (Table 3.25).
3.4.6 At Home
Most respondents did not always wear jeans at home (49.3
per cent for sometimes, 35.3 per cent for always, and 15.4 per
cent for never--Table 3.24). Also there were more heavy-users who
wore jeans at home. It can be observed in Table 3.28 that for the
group who always wore jeans at home, 95.8 per cent were bachelors,
and only 4.2 per cent were married. On the whole, most people only
sometimes wore jeans at home regardless of income and age.
In general, outdoor activities were the most common occasions
for the wearing of jeans, and parties were the rarest occasions. Mature
buyers only wore jeans at home and for outdoor activities. The most
important factor was the numberof jeans the buyers possessed. Heavy-
users wore jeans for more occasions than the light-users, because they
had more jeans. For wearing jeans to work, occupation was the most
important factor, while that for school was education level. We
could conclude also that male buyers would wear jeans more frequently
than female buyers.
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4.0 ANALYSIS OF CONSUMERS' BRAND PERCEPTION
Numerous attempts have been made to determine why brand
loyalty varies across consumers and products. Figure 4.1 summarizes
the variables that have been employed in an attempt to understand
this variation. The relations between these variables and brand
loyalty are discussed in this chapter.
BrandLast Amount Numberof Brands
Purchased Purchased tvaiiab,e















Figure 4.1 Brand loyalty correlates
Source: Engel, James F., Kollat, D. T. and Blackwell, R. D.
Consumer Behavior. New York: Holt, Rinehart and
Winston, 1968, 579.
Figure 4.1 indicates that several shopping behavior variables.
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are related to brand loyalty--amount purchased, frequency of purchase,
interpurchase time, and brand purchased last year.
1. Amount Purchased: Studies investigating the relation-
ship of this to brand loyalty have produced inconsistent results.
Cunningham computed rank correlation coefficients between the quantity
-consumed by a household and its level of brand loyalty for each of the
seven products in his study. Although there was a considerable varia-
tion across the products, most coefficients were less than 0.11, and
the highest was only 0.19 (12). Frank, Massy, and Lo dahl (18) found
that the relation between brand loyalty and a total activity factor
was 0.00 for coffee, while those for tea and beer were 0.36 and 0.09.
In contrast, Kuehn (27) using the frozen orange juice purchases of
650 households from a Chicago Tribune panel, found that brand loyalty
was higher for heavy purchasers than for light purchasers. Therefore,
there is some evidence that heavy-users are more loyal than light-
users. However, the existence of this relationship appears to
depend on the product and perhaps its stage in the life cycle. In
this chapter we hope we can correlate brand loyalty with heavy-and
light-users of jeans. Although we had used percentage instead of
rank coefficients to analyse this relationship, we were fairly certain
that the results would be of some significance.
2. Frequency of Purchase: Only one study (9) has investi-
gated the relationship of this to brand loyalty. It was concluded
that frequency of purchase is unrelated to brand loyalty, therefore
this chapter will not consider this factor.
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3. Interpurchase Time: The only study investigating the
relationship between this item and brand loyalty found that the pro-
bability of a consumer buying the same brand on two consecutive pur-
chases of the product, decreases to that brand's share of the market
as time between purchases increases. Whenever a great amount of
time had elapsed since the consumer's last purchase of the product,
the brand bought last had little influence on the consumer's choice
of a brand. The probability of repurchase (brand loyal measure)
decreases at a constant rate with the passing of time (28).
In our study, we found that we were unable to correlate brand
loyalty with interpurchase time. Instead, we discovered that most
consumers had purchased from one to two pairs of jeans within the
last year, and that the most frequently purchased brands were,
according to the number of pairs purchased, Levi's, Apple Jeans,
Lee, and Jeans East. After cross-tabulations, the relationship
between consumer characteristics and interpurchase time was found to
be insignificant. Therefore we were more concerned with the most
popular foreign and local brands than with interpurccase time.
4. Brand Purchased Last: Many attempts have been made to
test the relationship between the brand purchased last and brand
loyalty. Various types of so-called brand loyalty models have been
used to explore this relationship. Examples are the Bernoulli Models
(25), Homogeneous First-Order Markov Models (24), and Quasiheterogeneous
First-Order Markov Models (32). Due to the complexity of these
models and the inability of most of the respondents to recall the
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brand of jeans they last purchased (106 out of 135 respondents),
we decided to drop this factor from our analysis.
4.1 Correlation between Brand Loyalty and Heavy- and Light-Users
Apple Jeans
Table 4.1 showed that 81 per cent of the heavy-users were
most familiar with this brand. The corresponding percentage for
light-users was 72.6 per cent. On the other hand, no heavy-user
answered he/she was not familiar with this brand at all, and the
response rate for light-users was 5.5 per cent. This pattern was
maintained when the respondents were asked to rate this brand
according to their level of preference (Table 4.2). Of 63 heavy-
users, 27.4 per cent rated it as the most preferred brand, and
nobody rated it as the least preferred one. The corresponding
rates for the light-users were 22.2 per cent for most preferred
and 2.8 per cent for least preferred.
Jeans East
Referring back to Table 4.1, 60.1 per cent of the heavy-
users were most familiar with this brand. This percentage was higher
than that of the light-users by 17.8 per cent. 6.3 per cent of the
heavy-users and 12.3 per cent of the light-users answered not at all.
However, this pattern deviated slightly in Table 4.3, where there




Table 4.4 shows that there were more heavy-users who were
familiar with Lee. This trend is also shown in Table 4.5, where
more heavy-users indicated that Lee was their most preferred
brand.
Levi's
Table 4.4 shows that 85.3 per cent of the buyers were
extremely familiar with this brand. This was the most popular brand
among the eight chosen for our study. In this group, heavy- and
light-users were evenly distributed (49.1 per cent for heavy-users
and 50.9 per cent for light-users). Of the buyers, 90.5 per cent
of the heavy-users and 80.8 per cent of the light-users were most
familiar with this brand. However, this brand was more preferred
by light-users than by heavy-users, as shown in Table 4.6 (44.4 per
cent for the former and 32.8 per cent for the latter).
Mann
An almost equal percentage of heavy- and light-users rated
it as the least familiar brand (Table 4.7), and this was by far the
least familiar brand among the buyers. As for preference for this
brand, Table 4.8 shows that there were more light-users who rated
it as the least preferred one (38.9 per cent for light-users and
90 per cent for heavy-users). This is perhaps because heavy-users
are more brand conscious than light-users are.
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Saville
This local brand was perceived differently by different
buyers. Table 4.7 shows that 19.9 per cent of the buyers put it
as the most familiar brand, 22.8 per cent put it as average, and
25.7 per cent were not familiar with it at all. Within the group
that was most familiar with Saville, 25.4 per cent were heavy-users
and 15.1 per cent light-users. There were also more heavy-users who
indicated that they were not familiar with it at all. Table 4.9
shows that no heavy-user regarded it as the most preferred brand
(2.8 per cent for light-users), and that there were more heavy-users
who regarded it as the least preferred brand (61.1 per cent for
heavy-users and 38.9 per cent for light-users).
Wrangler
There were more heavy-users who regarded Wrangler as a very
familiar brand (57.1 per cent--Table 4.10). As for a preference for
this brand, it was equally preferred by both heavy- and light-users
(Table 4.11). However, there were more heavy-users who regarded it
as the least preferred brand. On the whole, the buyers' perception
of this brand was not good.
York
From Table 4.10, we can see that this local brand was
better perceived by the heavy-users. Of the group which rated it
as the most familiar brand, 30.2 per cent were heavy-users and
only 21.9 per cent light-users. On the other hand, 19 per cent of
57
the heavy-users were not familiar with this brand at all, and this
opinion was held by 30.1 per cent of the light-users. As for the
preference for this brand, only 1.7 per cent of the heavy-users pre-
ferred it most (1.4 per cent for light-users), while 23.3 per cent
regarded it as the least preferred brand (25 per cent for light-
users).
We chose eight brands to test the buyers' brand perception
and brand loyalty. Of these eight brands, four were foreign ones
(Lee, Levi's, Mann and Wrangler), and four were local ones (Apple
Jeans, Jeans East, Saville and York). From the above analysis, we
can generalize that the heavy-users did have a higher degree of brand
loyalty. It was also observed that the heavy-users had a higher
brand perception than the light-users, as seen from their higher
response rate than that of the light-users for the answer of most
familiar for these eight brands. Furthermore, for the popular
brands, the heavy-users showed a higher degree of preference than
the light-users while for the not-so-popular brands, the heavy-
users showed a more negative attitude.
Thus it seems that at least for jeans, there is some rela-
tionship between the amount purchased and brand loyalty. Although
this thesis is only intended to investigate loyal versus nonloyal
consumers, interbrand differences are also observed. Table 4.13
showed that Levi's and Lee were the most popular foreign brands
(71.7 per cent and 26.3 per cent), and Apple Jeans and Jeans East
the most popular local brands (57.5 and 30.3 per cent). If in future
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we investigate the contents of the promotions of these brands, diff-
erences in loyal and non-loyal responses may be further explained.
4.2 Reasons for Preferring a Particular Brand
After analysing the correlation between brand loyalty and
heavy- and light-users, we now analyse the reasons for buyers'
loyalty towards a particular brand. Our sample is this section is
confined to those buyers who indicated that they had a particular
brand in mind when purchasing a new pair of jeans (Question 9). Of
a total of 136 buyers, only 55 indicated this intention. We classify
these buyers according to the time period during which they have worn
jeans, because we believe that as the buyers wear jeans for a longer
time period, the process of learning is gradually developed and re-
inforced so that the effects of experience induce a change in response
tendency. Ten possible reasons were suggested to the respondents for
their addiction to a particular brand. These reasons are as follows:
it fits me well, it is more durable, it is more stylist, it is
more confortable, it is cheaper, it is more popular, it is
easily available, it has a wider color range, it shows originality,
and it makes the buyers look better (Question 10).
It fits me well
This reason was rated by 27.3 per cent of the buyers as the
most important reason (Table 4.14). Within this group, 46.7 per cent
had been wearing jeans for more than five years, and 26.7 per cent
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had only worn jeans for one to two years. A similar percentage of
buyers also rated it as the least important reason (25.5 per cent).
Since the buyers had different opinions about this, it seemed to be
a weak reason for explaining why buyers preferred a particular brand.
It is more durable
Almost half of the buyers (45.5 per cent) strongly agreed
that this reason was the most important (Table 4.14). Of this group,
44 per cent were very experienced users, having worn jeans for more
than 5 years. No new user (those having worn jeans for less than one
year) regarded it as the most important reason they only put it as
quite important or of average importance. On the other hand, only
7.3 per cent of the buyers entirely disagreed with this reason.
Therefore we think that durability is an important reason for the
selection of a brand.
It is more stylisth
40 per cent of the buyers strongly agreed with this reason
for their selection of a particular brand (Table 4.15), as against
5.5 per cent who rated it as the least important reason. All the
new buyers regarded it as the second most important reason. It seemed
that this reason was most supported by experienced users, for they
represented 45.5 per cent of the group that strongly supported this




This opinion was included to test the importance of price.
Interestingly, only 9.1 per cent of buyers regarded it as the most
important factor for their preference of a particular brand, as
against 30.9 per cent who held the opposite view (Table 4.16). It
seemed that price was only an important factor if other considerations
of different brands were equal. It also appeared that experienced
users were more price conscious, for 20 per cent of those having worn
jeans for four to five years, and 15.8 per cent of those most exper-
ienced users regarded it as quite important. This far exceeded the
general distribution of only 9.1 per cent for the group with this
opinion, this might be as the jeans users went through a longer period
of learning process, they wished to buy those brands which performed
equally well in all other aspects but which were cheaper.
It is very popular
Opinions toward this brand were rather evenly distributed.
Table 4.16 showed that 20 per cent of buyers strongly agreed to this
reason, 21.8 per cent quite agreed with it, 20 per cent regarded it
as average, 21.8 per cent were quite disagreed, and 16.4 per cent
were strongly against it. However, 66.7 per cent of the new users
regarded it as a very important factor, while only 26.3 per cent of
the experienced users shared the same view. This meant that new
users, unable to find an ideal brand, would often follow the fashion
trend and buy jeans that were popular. On the other hand, experienced
users would have their own set of criteria, and would buy those brands
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meeting their requirements, even though if these brands were
unpopular.
It is easily available
From Table 4.17, it was observed that this reason was only
of some importance, because about 25.5 per cent of buyers regarded
it as an important factor. This reason was unrelated to any time factor,
because the distribution of the different buyer groups corresponded
mainly to the general distribution of the respondents as a whole.
This suggested that the setting up of a well planned channel of dis-
tribution was essential if the brand was to be attractive to some
buyers. However, this did not imply that an intensive distribution
was better than selective and exclusive distribution, or vice versa,
because there was an equally large percentage of buyers who thought
otherwise (30.9 per cent). It only suggested that the setting up of
an appropriate channel of distribution was one of the ways to attract
loyal buyers.
It has a wide color range
Table 4.17 showed that there was also a wide spread of
opinion regarding this reason. 21.8 per cent of buyers strongly
agreed with it, while 30.9 per cent were opposed to it. The dis-
tribution of each buyer group was also patterned closely to the general
distribution, and no clear indication was observed as to the corre-
lation between time factor and opinion about the color range. The
only conclusion we could reach was that color was not a particularly
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important factor in choosing a particular brand. This factor is to
be further analysed in the next chapter.
It shows originality
Only 14.5 per cent of buyers replied they strongly agreed
with this statement, while 40 per cent said otherwise (Table 4.18).
Therefore it was difficult to use time factor to identify a particular
market segment as opinion leaders.
It makes the buyers look better
This was not very important in explaining why respondents
preferred a particular brand, for 36.4 per cent completely disagreed
with it, while only 20 per cent supported it (Table 4.18). However,
it still was a factor to be considered because jeans are a kind of
apparel, and not all apparel merely performs the function of covering
up the body. No close correlation existed between time factor and
this reason.
To conclude, we found that durability, style and comfort
were the most important reasons for the formation of brand loyalty,
while innovation and price were the least important reasons. The
other reasons were unable to explain the existence of brand loyalty,
but they did suggest some useful hints for local manufacturers. In
the next section, we shall use the negative approach i.e. try to
explain why some buyers do not like a particular brand. We are hope-
ful that a combination of these two sections will provide a more
suggestive conclusion to the manufacturers.
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4.3 Reasons for Dissatisfaction with Jeans
As mentioned in Chapter One, the process of purchasing involves
perceived risks concerning the ability of a product to perform satis-
factorily and certain costs--financial, time, energy, psychological
frustration, and so on. Consumer presumably incur these costs in order
to reduce perceived risk to an acceptance Level. After a consumer
has discovered a satisfactory brand(s) there is little reason to
incur purchase costs unless significant changes have occurred or a
need for variety is felt. Thus some brand loyalty may represent an
effort to reduce perceived risk and/or brand-choice costs. On the
other hand, if the product is found to be unsatisfactory, brand loyalty
would cease to exist.
In the previous section we have discussed some reasons why
brand loyalty may exist for jeans. Some were found to be important,
and some were not. In this section we want to know why brand loyalty
does not exist for some brands. Some reasons were suggested, and the
buyers were asked to rate them in accordance with their feeling of
importance (Question 21). These reasons were: it shrinks, it is
not stylish, it is badly cut, it is not durableii, too many people
wear this brand, and it has bad colors. Again we classify the
buyers according to the time period they have worn jeans, because we
feel that if a consumer has worn jeans for a long time, he has gone
through the process of learning for a longer time, and is in a better
position to comment on the performance of jeans.
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It shrinks
Table 4.19 shows that 50.4 per cent of the buyers gave
this as the most important reason, and 20 per cent put it as the
second most important. Only 5.9 per cent regarded it as most un-
important. The strongest support for this reason came from the
group having worn jeans for three to four years (25 per cent).
Furthermore, in this group, 73.9 per cent rated it as the most
important reason. On the other hand, only 18.2 per cent of the new
users supported it strongly. This implied that shrinking of jeans
was most strongly felt by the most experienced users.
It is not stylish
The response rate for this reason was evenly distributed,
and was slightly centered around the middle ranges (Table 4.19).
This general distribution of opinion was shared by all of the buyers
regardless of the length of time they have worn jeans. It implied
that style was a characteristic which all buyers felt to be of
average importance.
It is badly cut
Table 4.20 shows that while 14.8 per cent of the buyers
rated this as the most important reason, only 6.7 per cent rated
it as the least important. There was more inclination toward the
support of this reason--30.4 per cent rated it as the second important,
and 21.5 per cent rated it as the third. This opinion was more strongly
felt by new users (16.7 per cent). On the whole, it appeared that
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new users were more conscious of bad cutting than the experienced
users.
It is not durable
In the findings of the previous section, it was found that
durability was a very important factor. But Table 4.20 showed that
only 6.7 per cent of the buyers regarded it as the most important
reason for dissatisfaction with a pair of jeans, as against 26.7 per
cent who regarded it otherwise. There were more new users (45.5 per
cent) than experienced users (22.2 per cent) who rated it as least
important. Our explanation for this is that all jeans available from
the market were durable, so that no buyers found that their jeans
were worn out in a few months' time. This was possible because all
jeans were made of strong denim cotton that could stand hard wearing
and washing.
Too many people wear this brand
In the earlier findings we were unable to correlate time
factor with fashion innovators. These findings were supported by
Table 4.21 which showed that there was a large percentage of buyers
who regarded this reason as unimportant. No correlation was observed
between time period since wear jeans and this reason for unsatisfaction.
It has bad colors
This reason was the most unpopular explanation for the dis-
satisfaction of jeans, with only 2.2 per cent supporting it and 25.2
per cent against it (Table.21). This was similar to our previous
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finding, when we concluded that color was only a minor factor. There-
fore we could say that color was not an important factor for jeans.
Our reason for this is that since all jeans sold were displaced, if
a buyer find that he disliked the color of a particular pair of jeans,
he would not buy it in the first place.
In this chapter we have analysed the relationship between
the amount of jeans purchased and brand loyalty, and it is observed
that there is a relationship between the two. Heavy-users do have a
higher degree of brand loyalty than light-users. It is also observed
that the most popular foreign brands were Levi's and Lee, and their
local counterparts were Apple Jeans and Jeans East. But Levi's
was overwhelmingly dominant over the other brands, perhaps because
of its long history.
As for the reasons for brand loyalty, durability, style and
comfort were the most important ones, while originality and price
were most unimportant. Shrinking was the most important reason for
the unsatisfaction of a pair of jeans, while color was unimportant.
Since durability, price, style, color and cutting are the major
product characteristics of jeans, in the following chapter we shall
use discriminant technique and cross-tabulations to examine these
characteristics in detail.
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5.0 MEASUREMENTS OF PRODUCT CHARACTERISTICS
In this chapter the consumers' information requirements
in purchasing jeans are analysed. Claude R. Martin, Jr., as mentioned
in Chapter One, conducted an experiment with consumers of fashion goods
to determine their information requirements in making a purchase decision.
He concluded that, among other things, those who are inclined toward
buying a garment apparently need more information than those who are
inclined toward rejecting the garment. For our purposes we included
price, durability, style, cut and color as the factors possibly affecting
the choice of a pair of jeans. As for the buyers, we classify them as
heavy- and light-users according to the number of jeans they possessed:
Our rationale behind this classification was our belief that the heavy-
users would be more inclined toward a positive buying decision than the
light-users. After analysing these factors, we proceeded to compare
these differences between foreign and local jeans as perceived by the
buyers.
5.1 Comparison of Product Characteristics
Price
Most buyers regarded price as the second most important
factor (30.9 per cent--Table 5.1), while only 14.7 per cent regarded
it as most important. There was also only a small group of buyers
who regarded it as the least important reason)(15.4 per cent). The
distribution of the two groups of buyers patterned closely the general
distribution. In Chapter Four we had observed that price was only a
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minor factor in affecting the buyers' selection of a particular brand,
but when they are not shopping for a particular brand, price seems to
be quite an important factor. The reason for this disparity is that,
in general, price does have a significant impact upon the buyers'
purchase of jeans. They regarded price as an important basis for
their buying decision. If the buyers have the intention of selecting
a particular brand, however, other physical and psychological factors
seem to gain dominance, and price then plays a minor role.
Durability
Table 5.1 shows that durability was considered to be the
most important factor by 32.4 per cent of the buyers. This was in
line with our previous finding. There were more heavy-users who
regarded it as the second most important factor, while there were
more light-users who rated it as average. If these figures were
combined, we would find that on the whole the heavy-users only
differed slightly from the light-users in their evaluation of this
factor. Hence we conclude that the amount of jeans purchased by the
buyers does not result in a change of attitude toward the durability
of jeans.
Style
One can see from Table 5.2 that the largest percentage of
buyers were those who regarded style as having average importance
(26.5 per cent). For the heavy-users, the largest percentage also
fell on this group. The. relatively small percentage of light-users
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regarding style as the most important factor suggests that heavy-
users are more style-conscious when buying a pair of jeans. Our
finding in this section coincided with our previous finding that
style was a moderate factor for the selection of a particular brand.
Cut
Also from Table 5.2 one can see that cut was not considered
so important as style, for 24.3 per cent of the buyers regarded it as
the fourth important factor, and 21.2 per cent rated it as the least
important. Since the light-users exceeded the heavy-users in both,
regarding it as the most important and least important, we could not
find a close relationship between the amount purchased and the attitude
towards cut.
Color
32.4 per cent of the buyers rated color as the least important
factor, and only 14.7 per cent rated it as the most important one (Table
5.3). For those who regarded it as least important, there were more
heavy-users than light-users (36.5 per cent for the former group and
28.8 per cent for the latter group). On the whole, we found that color
was the least important among the five factors. This is similar to
our previous finding. One possible reason for this is that since
color is a visible factor, the buyers would not have chosen a pair
of jeans in an unattractive color. We feel that color is an important
factor for jeans, because if the color is bad, the consumer will not
consider the jeans in the first place.
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5.2 Comparison of Foreign and Local Jeans
After analysing the effects of these product characteristics,
we take a further step to analyse the response of the buyers toward
foreign and local brands with regard to these characteristics. In
Chapter One we mentioned that both foreign and local jeans could be
bought from the department stores and sidestreet stalls, suggesting
that each product had its own market segment. Furthermore, local
jeans had been criticised as being low in quality, and yet overseas
buyers had high ratings for locally made jeans in the recent Ready-
to-Wear Festival. All these pointed to the fact that there were
conflicting opinions among the buyers concerning the performance
of local jeans. In this section we tried to compare foreign and
local jeans in price, durability, style, cut and color as perceived
by the respondents, with the hope of reaching a conclusive result.
Price
Table 5.4 shows a comparison of foreign and local jeans
with regard to price. The respondents were classified into non-buyers,
heavy-users and light-users. In general, foreign jeans were thought
to be more expensive than local jeans, for 39 per cent of the respondents
rated the price of foreign jeans as highest, and only 3.7 per cent
rated local jeans so. Furthermore, only 0.6 per cent thought that
the price of foreign jeans was lowest, as compared with 19.4 per cent
for local jeans. There were more non-buyers who thought that local
jeans were cheap (21.3 per cent of buyers and 41.7 per cent of non-
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buyers rated it as low).
As for the opinions of the heavy- and light-users, it was
found that none of them regarded foreign jeans as lowest in price.
The price of local jeans was regarded as quite high by 23.8 per cent
of the heavy-users, while only 9.6 per cent of the light-users
shared the same opinion. On the whole, most respondents thought that
foreign jeans were more expensive than local jeans. However, the
buyers tended to think that local jeans were not so cheap as the non-
buyers might think. This implied that as a buyer possessed a greater
number of jeans, the perceived price difference between foreign and
local jeans became narrower.
Durability
From Table 5.5, one observes that foreign jeans were regarded
as being more durable. For the answer of more durable, 36.9 per cent
were for foreign jeans, and only 3.7 per cent were for local jeans.
Most respondents (51.2 per cent) rated local jeans only of average
durability. We also found that there was a correlation between the
number of jeans purchased and the rating toward local jeans. 22.2 per
cent of the heavy-users rated local jeans as quite durable, but only
15.1 per cent of the light-users shared the same view.
Style
The respondents thought that the styles of foreign jeans
were only slightly better than the local ones. Table 5.6 showed that
28.7 per cent of respondents rated foreign jeans as being of very
72
good style, and only 10 per cent rated the local jeans so. For
average style, foreign jeans were rated by 34.4 per cent, and local
jeans by 48.1 per cent. The heavy-users had a better rating for
local jeans than the light-users, although they still regarded foreign
jeans as being of better style.
Cut
Table 5.7 shows that most respondents thought that the cut
of both foreign and local jeans was of only average standard (41.9
per cent for foreign jeans and 50 per cent for local jeans), but foreign
jeans were still thought to be better, because 23.1 per cent rated
them as having a very good cut, compared with 1.9 per cent for local
jeans. The distribution of opinion for the buyers and non-buyers
resembled closely the general distribution of the respondents. As
for the response of heavy- and light-users, they also had a higher
rating for foreign jeans.
Color
Most respondents had the same rating for foreign and local
brands for color range (Table 5.8). They thought that both types of
jeans had an average color range. However, more non-buyers gave a
negative response to both types of jeans. As for the heavy- and
light-users, the former group had a higher rating for both foreign
and local jeans.
To conclude, the foreign jeans were regarded as being more
expensive than the local jeans. They were also perceived as being
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more durable, having better style and cut. It was only in color
range that local jeans could match the foreign jeans. The heavy-
users, however, gave a better rating to the local jeans than the
light-users. But they still thought that foreign jeans were better.
5.3 Discriminant Analysis
This section may be considered a continuation of the previous
chapters. Up to now, we have been using only percentages for comparison.
In this section we want to analyse further some variables which we
think are of great influence in affecting the behavior of the respondents.
We have classified the respondents into three groups: non-
buyers, light-users (respondents who possessed three pairs of jeans or
fewer), and heavy-users (respondents who owned more than three pairs
of jeans).
In order to discriminate among these three groups of res-
pondents, we had chosen three consumer characteristics: age, education
and income. The resulting Hits and Misses Table was shown in
Appendix B. From this Appendix, we observed that the discriminant
function had misclassified some respondents. Of the twenty-nine non-
buyers, only fifteen were classified correctly, while thirteen were
misclassified as light-users, and one as a heavy-user. For the light-
users, only fourty-three out of seventy-three were accurately clas-
sified, while five were misclassified as non-buyers, and twenty-five
as heavy-users. Furthermore, only thirty-three out of the sixty-three
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heavy-users were accurately classified. The rest were incorrectly
classified as non-buyers (three) and light-users (twenty-seven).
As for the predictive power of these consumer characteristics,
it was observed from Appendix D that age (VARIX1) was the most powerful
predictive tool. That is, age was the most important consumer charac-
teristic in differentiating these three groups of respondents. Educa-
tion level (VARIX2), on the other hand, was not very discriminant.
This means that the education level the respondents achieved was only
a moderate factor in affecting their behavior of purchasing jeans.
Income level of the respondents, however, was unable to discriminate
among groups at all. This may also explain why the price of jeans
was unimportant in affecting the consumers' behavior.
In Chapter Three, we observed that for the buyers, the
largest segment fell on the group aged between 17 and 25 (80.1 per
cent), while for the non-buyers, 51.7 per cent were aged 31 or above.
It was also observed that education level had some influence upon
the consumer behavior of jeans, and that income was notimportant at
all. The results coincided with that of this seciton. Thus, it was
likely that consumer characteristics were not very powerful tools in
predicting the behavior of the consumers, as seen from the large per-
centage of misclassification.
Appendix B also shows the Hits and Misses Table for a two-
group discriminant analysis using. only heavy- and light-users. For the
light-users, only fifty were correctly predicted, while twenty-three
were misclassified. For heavy-users, thirty-six were classified
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correctly, and twenty-seven were misclassified. This meant that the
variables used were not very powerful predictors of group characteristics.
Appendix D showed the power of the variables in discri-
minating among groups. It was observed that age (VARI11), the most
powerful tool for discriminating the buyers from the non-buyers, was
not very effective in discriminating the light-users from the heavy-
users. All the other variables were unable to discriminate the light-
users from the heavy-users. This explains the large number of assign-
ment errors in the Hits and Misses Tables.
In this chapter, and also Chapters Three and Four, we had
used cross-tabulations and discriminant technique to compare the
respondents in consumer characteristics and their evaluation of
foreign and local jeans in product characteristics. The following
chapter will sum up all these findings and suggest a marketing pro-
gram for local producers.
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6.0 CONCLUSIONS AND RECONMENDATIONS
In Chapters Three, Four and Five, we have analysed the
various aspects of consumer characteristics, brand perception and brand
loyalty, sources of information, occasions for wearing jeans, and
consumers' ratings of price, durability, style, cut and color, with
respect to foreign and local jeans. In this chapter we are going to
sum up these findings, which will be used as answers for the questions
raised in Chapter One. Furthermore, conclusions reached from the
findings will serve as a framework for making recommendations to the
local jeans producers in formulating a strategic marketing policy.
6.1 Motivation of Local Jeans Consumers
We had listed five possible reasons for the consumers'
purchase of their first pair of jeans: advertisements, influence of
friends, curiosity, necessity and following the fashion trend. It
was found that necessity was the most popular reason, while following
fashion trends was the second most important. Advertisements and
influence of friends only had some effects upon the purchase of jeans,
while curiosity was the least important reason. This meant that the
consumers were largely dominated by the need motive, both psychological
and pshsiological. Jeans were purchased because the consumers felt
that they needed jeans for outdoor activities, for wearing at home,
and for going to work (the three most common occasions for wearing
jeans). However, some consumers purchased jeans because they wanted
to follow the fashion trend. This motive was more prevalent among
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the younger respondents, who were more fashion-conscious than the
adults. This also explained why age was an important tool for
discriminating buyers from non-buyers.
The relatively minor effects of advertisements and friends'
influence suggest that need motive is more important. Advertisements
through the communication media and the use of word-of-mouth effect
would only be successful if the consumers were preoccupied with the
need motive, or if these effects were powerful enough to penetrate
the minds of consumers. The fact that curiosity was unimportant
implies that trial motive was not very operative. Therefore, if
jeans producers want to expand the jeans market, the best target is
the young population because they are the potential jeans buyers.
6.2 Market Segmentation
As mentioned in the previous seciton, age was the most
important consumer characteristic and the most powerful discriminatory
tool. Income level, on the other hand, was not important at all.
Education level could be used as a basis of segmentation between heavy-
and light-users, because results showed that respondents with higher
education level possessed a larger number of jeans.
Market segmentation based on sex and marital status would
not have been very satisfactory if we only based the segmentation upon
the understanding of male-female buying behavior differences. An
examination of the roles of men and women would also be required because
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decisions made by a wife in one family would have to be much the same
as those made by another wife, if the roles were to serve as a basis
for segmentation (19, p. 31). However, the thesis did not look into
the role-playing aspect of males and females in a family because this
would require that family role differentiation be invariate across
families or at least across a subset Sfamilies. This would be too
time consuming. Therefore we were content with using only age and
education as the basis for market segmentation.
6.3 General Opinions Towards Local Jeans
Generally speaking, foreign jeans were considered to be more
expensive, but having better style and cut than local jeans. Foreign
jeans were also considered to be more durable. It was only in color
range that local jeans were able to compete with foreign jeans. How-
ever, it was observed that buyers had a better rating for local jeans
than non-buyers did. This suggests that the non-buyers, with no
knowledge at all about local jeans, blindly rated them as inferior
to the foreign jeans. Perhaps the non-buyers still thought that
foreign goods were always better, not realizing that local products
have improved considerably over the past few years. If the local
producers wish local people to be informed of this fact, they should
take the initiative to stimulate them to buy jeans, i.e. to arouse
the curiosity of local consumers.
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6.4 Brand Loyalty and Brand Perception
Results of the findings showed that brand perception and
brand loyalty did play an important part in consumer behavior. It
was observed that buyers were more brand conscious than non-buyers.
For the buyers, it was also found that heavy-users were more brand-
conscious than light-users. The most important reasons given for
brand loyalty were: comfort, durability and style. Price was seldom
considered. This was because most consumers had two price limits:
lower and upper. Since most jeans in the local market were within
this price range, the consumers would consider jeans as a homogeneous
product as far as price is concerned.
Shrinking, on the other hand, was the most popular reason
for dissatisfaction with jeans. This perceived risk must be overcome
if the local producers wish to put a new product onto the market and
encourage brand-switching of the consumers. At the present moment,
the local jeans market is dominated by two brands: one foreign and
one local.
6.5 Information Seeking
Only 18.4 per cent of the buyers always asked their friends
for information, and yet it was the most popular source. This meant
that most buyers would not rely on one single source of information
only. Instead, they would also turn to other sources for additional
information. This included magazines, advertisements and window
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displays. Fashion shows were not a very popular source. This also
suggested that group process was a valuable method of providing
information. This process was more important for the heavy-users,
because of the influences of group norms and other group ethics.
Therefore the word-of-mouth effect should not be underestimated
by the jeans producers.
6.6 Recommending a Marketing Program
We shall now attempt to plan a marketing program based on
the results of the findings in the thesis. In simple words, a total
marketing program is an effort on the part of the marketer to satisfy
the desires or interests of consumers in the purchase of products (6).
Consumers' interest may be divided into four categories
as far as the purchasing of jeans is concerned:
1. Consumer's interest in various features of jeans such as durability,
style, cut, color and prestige.
2. Consumers' interest in information about the performance, appearance,
and price of jeans.
3. Consumers' interest in physical accessibility (convenience) when
shopping for heans.
4. Consumers' interest in the price of jeans.
6.6.1 Product Characteristics
Since the findings showed that durability and style were
perceived as important by the consumers, jeans should be highly durable
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in an up-to-date style. This could provide the consumers with a
sense of pride when they wear a particular brand, hence fostering
brand loyalty.
6.6.2 Conveyance of Information
Local producers will have done only half the job if they
improved the product characteristics of jeans. If they just stop
there, the marketing program will be doomed to failure. They also
have to provide sources of information from which the consumers can
learn about these characteristics. Advertisements, window display
and word-of-mouth are the important sources. We think that word-
of-mouth is more important because of the latent danger of perceived
risk when buying an unfamiliar brand. This will take a considerable
period of time, because product image is not built up in one day.
Great care must also be given to quality control, or else adverse
effects will result.
6.6.3 Channel of Distribution
Since jeans are essentially a kind of consumer goods, pro-
ducers should pull the product through. This means the setting up
of well-planned outlet networks so that the consumers can have easy
access to the product. The selection of retail outlets should be
based on careful market study, and this should be supported by extensive
advertising programs.
6.6.4 Pricing Policy
If the product performs excellently in other aspects, then
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prices may be established in such a way as to allow wide margins,
and competition should be carried out on a non-price basis, through
product quality or advertising. Our findings confirmed the notion
that price is only an unimportant factor. However, resale prices
should be maintained in all retail outlets, because price discrimina-
tion could not be practised in the closeness of Hong Kong, due to
its small size.
The marketing program suggested about is only a very tentative
one. Details are not given because we are primarily concerned with
the study of consumer behavior.' We are fairly certain that local
jeans could compete successfully with foreign jeans. The greatest
obstacle lies in the local consumers' prejudice that foreign products
are always better. We feel that local producers should not be reluctant
to inform the consumers that the products are manufactured in Hong Kong
--a fear felt by many. Rather they should improve product performance
so that in the long run local jeans could dominate the local market,
as it is doing now in many parts of the world:
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TABLE 3.1 AGE AND MARITAL STATUS OF BUYERS
AND NON-BUYERS
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TABLE Y_ k: OCCUPATIONS OF HEAVY- AND LIGHT-USERS
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TABLE 3.5: EDUCATION LEVEL INCOME, AND SEX OF BUYERS
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TABLE 3.6: EDUCATION LEVEL, INCOME, AND SEX OF HEAVY-
AND LIGHT-USERS
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TABLE 3.8: EFFECTS OF ADVERTISEMENTS AND FRIENDS ON
BUYERS CLASSIFIED BY AGE
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TABLE 3.9: EFFECTS OF ADVERTISEMENTS AND ERTENDS ON
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TABLE 3.10: EFFECTS OF ADVERTISEMENTS AND FRIENDS ON
BUYERS CLASSIFIED BY MARITAL STATUS
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TABLE 3.11: EFFECTS OF CURIOSITY AND NECESSITY ON
HEAVY- AND LIGHT-USERS
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TABLE 3.12: EFFECTS OF CURIOSITY AND NECESSITY ON
BUYERS CLASSIFIED BY AGE
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TABLE 3.16: BUYERS' FREQUENCIES OF SEEKING INFORMATIONS
FROM FRIENDS AND MAGAZINES
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TABLE3.17: BUYERS' FREQUENCIES OF SEEKING INFORMATIONS
FROM ADVERTISEMENTS AND WINDOW DISPLAY
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TABLE 3.19: OCCASIONS FOR WEARING JEANS OF
HEAVY- AND LIGHT-USERS
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TABLE 3.20: OCCASIONS FOB WEARING JEANS OF
BUYERS CLASSIFIED BY AGE
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TABLB 3.21: OCCASTONS FDR WEARING JEANS OF BUYERS
CLASSIFIED BY EDUCATION LEVEL
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TABLE 3.22: OCCASIONS FOR WEARING JEANS OF BUYERS
CLASSIFIED BY SEX
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TABLE 3.23: OCCASIONS FOR WEARING JEANS OF BUYERS CLASSIFIED BY OCCUPATIONS
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TABLE 3.24: OCCASIONS FOR WEARING JEANSOF HEAVY-
AND LIGHT-USERS
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TABLE 3.25: OCCASIONS FOR WEARING JEANS OF BUYERS
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TABLE 3.26: OCCASIONS FOR '.EARING JEANS OF BUYERS CLASSIFIED BY OCCUPATIONS
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TABLE 3.27 OCCASIONS FOR WEARING JEANS OF BUYERS
CLASSIFIED BY AGE
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TABLE 3.28: OCCASIONS FOR WEARING JEANS OF BUYERS
CLASSIFIED BY MARITAL STATUS
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TABLE 4.1; FAMILIARITY OF APPLE JEANS AND JEANS EAST
AS PERCEIVED BY HEAVY- AND LIGHT-USERS
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TABLE 4.2: HEAVY- AND LIGHT-USERS' PREFERENCE
OF APPLE JEANS
lingnan institute uf business administration
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY
HANNAY HO K AM TO
BUYERS
PATHS OF J FANS
P 0 S S F S S E D
TABLE A.3: HEAVY- AND LIGHT-USERS' PREFERENCE
OF APPLE JEANS
114
LINGNAN INSTITUTE OP BUSINESS AOMINISTRATI ON
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY













MOST QUITE NOT NOT
FAMI FAMI AVFG QUITE AT ALL
IEVIS
MOST QUITE NOT NOT




































































































TABLE 4.4: FAMILIARITY OF LEE AND LEVI'S AS
PERCEIVED BY HEAVY- AND LIGHT-USERS
145
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY
HANNAY HO KAM TO
BUYERS
PAIRS 0 f JEANS
POSSFSSE n
TOTA I
S A MP I F
LEE
MfKT Rwn 3RD 4TH STH 6TM 7TH! FAS
























































































TABLE 4.5 HEAVY- AND LIGHT-USERS' PREFERENCE
OF LEE
146
LINGNAN INSTITUTE OF RUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY













MOST 2ND 3RD 4TH 5TH 6TH 7TH LEAS
PREF PREF PREF PREF PREF PRHF PRFF PREF
1 36
1 0 0. 0















































































TABLE 4.6: HEAVY- AND LIGHT-USERS' PREFERENCE
OF LEVL'S
117
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS J FANS SURVEY































































































































TABLE 4.7: FAMILIARITY OF MANN ANT) SAVILLE AS
PERCEIVED BY HEAVY- AND LIGHT-USERS
118
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY













MOST 2ND 3RD 4TH 5TH 6TH 7TH LEAS


















































































TABLE 4.8: HEAVY-AND LIGHT-USERS' PREFERENCE
OF MANN
119
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY






















MOST 2ND 3RD 4TH 5TH 6TH 7TH LEAS
PREF PREF PREF PREF PREF PREF PREF PREF
2 3 7 15 18 51 18 18
1 00. 0 1 00. 0 1 U 0„ 0 1 00. 0 1 00.0 1 00. 0 1 00. 0 1 00.0
1.5 2 .3 5.3 11.4 13.6 38.6 13.6 13.6
0 1 3 8 8 7 3 6 11
0.0 33.3 42.9 53.3 44.4 45.1 33.3 61.1
0.0 1.7 5.0 13.3 13.3 38.3 10.0 18.3
2 2 4 7 1 0 28 1 2 7
100.0 66.7 57.1 46.7 55.6 54.9 66.7 38.9
7.8 2.8 5.6 9.7 13.9 38.9 16.7 9.7
TABLE 4.9: HWAVY-AND LIGHT-USERS' PREFERBNCE
OF SAVILLE
120
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY

































































































































TABLE 4.10: FAMILIARITY OF WRANGLER AMD YORK AS
PERCEIVED BY HEAVY- AND LIGHT-USERS
121
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JFANS SURVEY













MOST 2ND 3RD 4TH 5TH 6TH 7TH LEAS


















































































TABLE 4.11: HEAVY- AND LIGHT-USERS' PREFERENCE
OF WRANGLER
122
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY
HANNAY HO KAM TO
RUYERS




















MOCT ?N0 3RD 4TH 5TH 6TH 7TH LEAS









































































TABLE 4.12: HEAVY- AND LIGHT-USERS' PREFERENCE
OF YORK
123
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY





















MOST POP. FOREIGN BRAND
WRAN-
LFE LEVIS MANN GLEK
MOST POP. LOCAL BRAND
APPLE JEANS SA-


















































































TABLE 4.13: LISTINGS OF MOST POPULAR FOREIGN AND
LOCAL BRANDS
124
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY
HANNAY HO KAM TO
RESPONDENTS WHO HAVE A PARTICULAR RRAND IN MIND
TOTAI
SAMP|F













































































































































































































































































TABLE 4.14: RATINGS OF REASONS FOR BUYERS' BRAND PREFERENCE
125
IINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY
HANNAY HO KAM TO




VFRY QUITE QUITE VERY
AGREE AGREE AVFG DISAG. DISAG.
MORE COMPFORTABLE
VERY QUITF QUITE VERY




























































































































































































































































TABLE 3.15: EATINGS OF REASONS FOR BUYERS' BRAND PREFERENCE
126
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SUREVEY
HANNAY HO KAM TO









































































































































































































































































TABLE 4.16: RATINGS OF RFASONS FOP RIIYFRS' GRAND PPFFFRFNOF
127
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY
HANNAY HO KAM TO
RESPONDENTS WHO HAVE A PARTICULAR BRAND IN MIND
TIME PFRIOD











VERY QUITE QUITE VERY
































1 0 0. 0
50.9
























































































































































































































TABLE 4.17: RATINGS OF REASONS FOR BUYERS' BRAND PREFERENCE
128
LiNGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY
HANNAY HO KAM TO




VERY 0UITE OUTIF VERV
AGREE AGREE AVEG DISAG. DISAG.
MAKES ME tOOK BETTER
VERY QUITE QUITE VFRY




























































































































































































































































TABLE 4.18: RATINGS OF REASONS FOR BUYERS' BRAND PREFERENCE
129
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVEY




REASON FOR UNSATISFACTION IT SHRINKS
MOST 2ND 3RD 4TH 5TH 6TH
IMP. IMP. IMP. IMP. IMP. IMP.
IT HAS NO STYLE
MOST 2ND 3RD 4TH 5TH 6TH






































































































































































































































































































TABLE 4.19: RATINGS OF REASONS FOR UNSATISFACTION
130
L1N0NAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF DONG KONG
MASTER THESIS JEANS SURVEY



































































































































































































































































































































TABLE 4.20: RATINGS OF REASONS FOR UNSATIS FACTION
131
LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HUNG KONG
MASTER THESIS JEANS SURVEY







MOST 2ND 3RD 4TH 5TH 6TH
IMP. IMP. IMP. IMP. IMP. IMP.
EAD COLOR
MOST 2ND 3RD 4TH 5TH 6TH




































































































































































































































































































TABLE 4.21: RATINSS OF RLASOKS FOR UMSAXSGFACNIOP
132
LINGNAN INSTITUE BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVRY










RAPTORS INFI. BEHAVIOR- PRICE
TOTAI
SAMPLE
MOSI 2ND 3RD 4TH 5TH
IMP. IMP. IMP. IMP. IMP,
DURABILITY
MOST 2nd 3RD 4TR 5 T H
IMP. IMP. IMP. IMP. IMP.
136
1 0 0. 0
100. 0
20 42 26 27 21
100.0 100.0 luO.O 100,0 100.0
14.7 30.9 19.1 19.9 16.4
44 22 29 21 20
100.0 100.0 100.0 100.0 100.0
32.4 16.? 21.3 15.4 14,7
6 3 10 18 13 13 9! 19 13 9 11 11
46.3 50.0 42.9 50.0 48.1 42.9 43.2 59.1 31.0 52.4 55.0
100,0 15.9 28.6 20.6 20.6 14.3 30.2 ?0.6 14.3 17.5 17.5
73 1 0 2 4 13 14 12 25 9 20 10 9
53 7 50.0 57.1 50.0 51.9 57.1 56 8 40.9 69.0 67 6 65 0
1 0 0.0 1 3 .7 32.9 17.8 19,2 16.4 34.2 12.3 27.4 13.7 12.3
TABLE 5.1: BUYERS' RANKINGS OF PRICE AND DURABILITY
133
LINGNAN INSTITUF OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JEANS SURVRY





































































































































TABLE 5.2: BUYERS' RANKINGS OF STYLE AND CUTTING
134
LINGNAN 1NSTITUE OF BUSINESS ADMINISTRATION
CHlNFSF UNIVERSITY OF HONG KONG
MASTFR THFSIS JFANS SlIRVRY













































































TABLE 5.3: BUYERS' RANKINGS
OF COLOR
135
LINGNAN INSTITUE OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MASTER THESIS JFANS SURVEY
HANNAY HO KAM TO
COMPARISON OF PRICE-FOREYGN LOCAL
TOTAL HIGH LOW- HIGH- LOW-
SAMPLE EST HIGH AVEG LOW EST EST HIGH AVEG LOW EST
8UYERS AND NON-BUYFRS
COMPART SON
165 63 58 34 A 1 6 21 62 40 31
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0




136 55 47 30 4 0 5 21 54 30 26
82.4 87.3 81.0 68.2 100.0 U.o 83.3 100.0 87.1 75.0 83.9




29 811 4 0 1 1 0 810 5
17.6 12.7 19.0 11.8 0.0 100.0 16.7 0.0 12.9 25.0 16.1
100.0 33.3 45.8 16.7 0.0 4.2 4.2 0.0 33.3 41.7 20.8
BUYERS
COMPARISON OF PRICE-FOREIGN LOCAL
TOTAL HIGH LOW- KIGH- LOW-
SAMPLF EST HIGH AVEG LOW EST EST HIGH AVEG LOW EST
PAIRS OF JEANS
POSSESSED
136 55 47 30 4 0 5 21 54 30 26
1O0.O 100.0 100.0 1V0.0 100,0 100.0 100.0 100.0 100.0 100.0 100.0




63 2 5 21 1 4 3 0 1 1 5 27 1 0 1 0
46.3 45.5 44.7 46.7 75,0 0.0 20.0 71.4 50.0 33.3 38.5




73 30 26 16 1 0 4 6 27 20 1 6
53.7 54.5 55.3 53.3 25.0 0.0 80.0 28.6 50.0 66.7 61.5
100.0 41.1 35.6 21.9 1.4 0.0 5.5 8.2 37.0 27.4 21.9
TABLE 5.4: COMPARISON OF PRICE OF FOREIGN AND LOCAL JEANS BY NON-BUYERS. HEAVY-
AND LIGHT-USERS
136
LINT,NAN INSTITUE OH BUSINESS ADMINISTRATION
OHIWESE tlWTOERSTTY OF HONG KONG
MASTER THESIS JEANS SURVEY
HANNAY HO KAM TO
COMPARISON OF DURA. -FOREIGN LOCAL
TOTAI most NOT NOT MOST NOT NOT
sample dura. dura, aver QUITEAT ALL DURA DURA AVEG QUITE AT ALL
BUYERS AND NON-BUYERS
COMPAR T SON
165 58 SO 46 3 3 6 29 83 34 8
100.0 100.0 100.0 1U0.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0




138 51 42 40 2 1 4 25 73 28 6
82.4 87.9 84.0 87.0 66,7 33.3 66.7 86.2 88.0 82.4 75.0




29 7 8 6 1 2 2 410 6 2
17.6 12.1 16.0 13.0 33.3 66.7 33.3 13.8 12.0 17.6 25.0
100.0 29.2 33.3 25.0 4.2 6.8 8.3 16.2 41.7 25.0 8.3
BUYERS
COMPARISON OF DURA. -FOREIGN LOCAL
TOTAI MOST NOT NOT MOST NOT NOT
SAMPLE DURA. DURA. AVER Q U J 1 rAT ALL DURA DURA AVEG QUITE AT ALL
PAIRS OF J r A N S
POSSESSED
136 51 42 40 2 1 4 25 73 28 6
1 0. 0 1 0 0. 0 1 0 0. 0 0 0 0 100,0 1 0 U. 0 1 00. 0 1 00. 0 1 00. 0 1 00. 0 1 00 .0




27 29 17 1 5 2 0 0 1 4 37 8 4
46.3 56.9 40.5 37.5100,0 0.0 0.0 56.0 50.7 28.6 66.7




73 22 25 25 0 1 4 11 36 20 2
53.7 43.1 59.5 62.5 0.0 100.0 100.0 44.0 49.3 71.4 33.3
100.0 30.1 34.2 34.2 0.0 1.4 5.5 15.1 49.3 27.4 2.7
TABLE 5.5: COMPARISON OF DURABILITY OF FOREIGN AND LOCAL JEANS BY NON-BUYERS
HEAVY- AND LIGHT-USERS
137
LINGNAN INSTITUE OF EUSINESS ADMINISTRATION
CH I N ES E UNIVERSITY OF H0NG KONG
MASTER THESIS JFANS SURVEY
HANNAY HO KAM TO
COMPARISON OF STYLE- FOREIGN LOCAL
TOTA I VFRY NOT NOT VERY NOT NOT
SAMPIFSTYII. STYL AVEG QUITE AT ALLSTYLl STYL AVEG QUITE AT ALL
BUYERS AND NOW-BUYFRS
COMPARISON
165 46 50 55 7 2 16 39 76 20 9
100.0 100.0 100.0 100.0 100.0 10O.0 100.0 100.0 100.0 100.0 100.0
100.0 28.7 31.3 34.4 4.4 1. 2 10.0 24.4 47.5 12.5 5.6
COL
ROW
136 40 44 47 5 0 14 35 64 1 7 6
82.4 87.0 88.C 85.5 71.4 0.0 87.5 89.7 84.2 85.0 66.7
100.0 29.4 32.4 54.6 3.7 0.0 10.3 25.7 47.1 12.5 4.4
0.0 l.
p 0 W
29 6 6 8 2 2 2 412 3 3
17 A 13.0 12.0 14.5 28.A 100 0 12 5 10.3 15.8 150 33 3
100.0 25.0 25.0 53.3 8.3 6.3 8.3 16.7 50.0 12.5 12.5
BUYERS
COMPARISON OF STYLE- FORELGN LOCAL
TOTAL VERY NOT NOT VERY NOT NOT
SAMPLFSTYlI. STYL AVEG QUITE AT ALLSTYLl STYL AVEG QUTTF AT ALL
PAIRS OF JFANS
POSSESSED
136 40 44 47 5 0 14 35 64 17 6
100.0 10 0.0-100.0 1' 0, 5 100.0 1O0 .0 100.0 1 00.0 1 00. 0 100- 0 :co 0




A 3 2 4 18 18 3 0 7 7 8 7 3 O
46.3 60.0 40.9 38.5 60.0 0 50.0 57.1 35.0 52.9 66.7




73 1 6 26 29 2 0 7 1 5 41 8 2
53.7 40.0 59.1 61.7 40.0 0.0 50.0 42.9 64.1 47 1 33 3
100.0 21.9 33.6 39.7 2.7 0.0 9.6 20.5 56.2 11.0 2.7





IINGNAN INSTITUE OH BUSINESS ADMINISTRATION
CHINFSF UNIVERSITY OF HONG KONG
MASTER THESIS JFANS SURVEY
HANNAY HO KAM TO
COMPARISON OF COTTING-FOREIGN LOCAL
TUTAl GOOD OUITF NOT BAD GOOD QUITE NOT BAD
SAMPLFCUTTIN GOOD AVFG QUITE CUTTINCUTTIN GOOD AVEG OUITE CUTTIN
BUYERS AND NON-BUYFRS
C0MPAR T SON
165 37 4 5 67 7 A 3 29 80 38 10
100.0 100.0 100.0 K'0.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0




136 31 42 57 5 1 2 25 70 31 8
82.4 83.8 93.3 85.1 71.4 25.U 66.7 86.2 87.5 81.t 80.0




29 6 3 1 0 2 3 1 4 1 0 7 2
17.6 1 6. 2 6. 7 1 4.9 28. 6 75. 0 33. 3 1 3. 8 1 2. 5 18. 4 20.0
100.0 25.0 12.5 41.7 8.3 12.5 4.2 16.7 41.7 29.2 8.3
BUYERS
COMPARTSON OF CUTTlNG-FOREIGN LOCAL
TOTAI GOOD QUITE NOT BAD GOOD QUITE NOT BAD
SflMPl pCIITTIN GOOD AVEG QUITE CUTTINCUTTIN GOOD AVEG QUITE CUTTIN
PAIRS OF JFANS
POSSESSED
136 31 42 37 S 1 2 25 70 31 8
10 0. 0 1 00. 0 1 00. 0 1 J 0 0 1 0 0. 0 1 00. 0 1 00. 0 1 00. 0 1 00. 0 1 00.0 100.0




6 1 5 1 8 2 7 3 0 1 1 4 3 2 1 1 5
46.3 48.4 42.9 47.4 60.0 0.0 50.0 56.0 45.7 35.5 62.5




73 16 24 30 2 1 1 11 38 20 3
53.7 51.6 57.1 32.6 40.0 100.0 50.0 44.0 54.3 64.5 37.5
100.0 21.9 32.9 41.1 2.7 1.4 1.4 15.1 52.1 27.4 4.1
TABLE 5.7: COMPARISON OF CUTTING OF FOREIGN AND LOCAL JEANS BY NON-BUYERS.
HEAVY- AND LTGHT-USERS
139
I TUONAN I N Si T I T1 i F OF BUSINESS ADMINISTRATION
CHINESE UNIVERSITY OF HONG KONG
MKTCD THESIS JEANS SURVEY
HANNAY HO KAM TO
SAMPLF RANGE WIDE AVEG QUITE RANGE RANGE WIDE A VEG QUITE RANGE
RUYERS AND NON-BUYFRS 165 28 46 68 9 9 26 40 69 21
100.0 100.0 100.0 100.0 100.0 100.0 100. 0 100.0 100.0 100.0 100.0




136 27 41 55 7 6 24 37 57 15 3
82.4 96.4 59.1 80.9 77.8 66.7 92.3 92.5 82.6 71.4 75.0




90 1 513 2 3 2 312 6
17.6 3.6 10.9 19.1 22.2 33.3 7.7 7.5 17.4 28.6 25.C
1000 4.2 20.8 54.2 8.3 125 8.3 12.5 50.0 250 4.2
COMPARISON OF COLOR-FOREIGN LOCAL
1. HEAVY-USFRS
TOTAL WIDE QUITE NOT NARROW WIDE QUITE NOT NARROW
ROW
SAMPLF RANGE WIDE AVEG QUITE RANGE RANGE WIDE AVEG QUITE RANGE
PAIRS OF JFANS
POSSFSSED
1 36 27 41 55 7 6 94 17 5 7 i 5 1
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
10 0.0 10.9 30.1 4 V, 5 1 4.4 17.6 27.2 41.9 11 0 2 2
COI.
63 18 17 21 4 3 15 20 22 4 2
6.3 66.7 41.5 38.2 57.1 50.0 62.5 54.1 38.6 26.7 66.7
1 0 0. 0 28.6 27.(1 33.3 fc.3 48 23 8 7 17 4 o?-
COI.
73 9 24 34 3 3 9 17 35 11 1
53.7 3 3. 3 58.5 61. 8 42.9 50 0 37 5. 5 G A1. 7? 7 77:
TABLE 5.8 COMPARTSON OF COLOR FORESON AND LEVEL JNANG BY AND-BUYERS, HMAVY-
AND LIGHAT-USERS
COMPARISON OF COLOR-FOREIGN LOCAL








1 2 3 4
Hello! I am doing a market research project on the pur
chase of jeans in Hong Kong. I shall ask you some questions about
your opinion of jeans, and I hope you can help me by answering all
the questions. Thank you very much for your assistance.
CARD ONE
COL. NO.
1. Have you ever worn jeans?
Yes (Go to Question 2)




2. The following factors may influence the buying behavior of
jeans (READ FACTORS). Which of these is the most important
in your selection of jeans? (CODE l) Which factor is the












3. How long have you been wearing jeans?
Less than 1 year
1 to 2 years
2 to 3 years
3 to 4 years
4 to 3 years











4.Please rate the importance of each of the following factors
in prompting you to buy your first pair of jeans, from (1)
for very important to (5) for not at all (HAND SCALING CARD-
-RED)
Very Imoprtant Not At all











5. Please indicate how often you wear jeans for each of the






































(Go to Question 9)
(Go to Question 8)





8. Why? 26- 30
9. When you buy a new pair of jeans, do you usually have a




(Go to Question 10)
(Go to Question 11)





10. I am going to read you some reasons why you may normally
choose this particular brand. Please indicate how much
you agree or disagree with each of these statements. Use
(l) to indicate strongly agree to (5) for strongly dis-
agree. You may use any number between (l) and (5).
(HAND SCALING CARD- YELLOW).
Strongly Strongly
agree disagree
1 2 3 4 5
Only this brand's size fits me
It is more durable
It is more stylish
It is more comfortable
It is cheaper
It is very popular
It is easily available
It has a wider color range
It shows originality














11. What are the importance of the following factors in
affecting your choice of jeans? Please rate from (l)
for very important to( 5) for not at all. (HAND
SCALING CARD- RED).
Very important Not at all











12. Before you buy jeans, how often do you consult the
following sources of information? Please rate from
(l) for always to (5) for never. You may use any
number between them. (HAND SCALING CARD- GREEN).
Always Never











13. Do you normally compare all the brands at the same or






14. What brand of jeans do you think of as the most popular
foreign brand? 53
15. What brand of jeans do you think of as the most popular
local brand? 54
144
16. Please rate your feeling of performance of foreign and
local brands with regard to the following factors. Use
(1) to indicate strongly agree to (5) for strongly dis¬















































17. I am going to read you some brands of jeans that are on the
market. Please indicate how much you are familiar with each
of the brands. Use (l) for very familiar to( 5) for not at
all. You may use any number between (l) and (5). (HAND
SCALING CARD- WHITE).
Very familiar Not at all




















18. What of the following brands have you purchased in the





















19. The following brands of jeans are sold in Ilong Kong (HAND
BRAND CARDS- BROWN). Which of these brands is your most
preferred brand? (CODE l). Which brand is your second most
preferred brand? (CODE 2). Which brand is your third most






















21. The following are possible reasons for your dissatisfaction
with a pair of jeans. (HAND REASON CARDS- BLUE). Which of
these reasons is the most important for your dissatisfaction?
(CODE l). Which reason is the second most important? (CODE 2).
Which reason is the third most important? (CODE 3). (CONTINUE
FOR REMAINING 3 REASONS).
It shrinks
It is not stylish
Bad cutting
It is not durable
Too many people wear it







The following information is for classification purpose only. It
is treated as completely confidential. Thank you.










































27. Please list your 3 most frequently wached T.V. programs
(either in Chinese or English).
1. 2. 3. 26- 31
2$. Please list your 3 most frequently listened to radio
stations (either in Chinese or English).
1. 2. 3. 32- 34
29. Please list your 3 most frequently read newspaper (either
in Chinese or English).
1. 2. 3. 35- 40
30. Please list your 3 most frequently read magazines (either
Chinese or English).






Name of interviewer: 48
Time of interview: A.M. (1) P.M. (2) 4-9
Date of interview: 50- 52
DATE MONTH
District where interview took place: 53- 54
District where respondent lives: 55- 56
25(1)
148
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APPENDIX B: HITS AND MISSES TABLE
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APPENDIX C: HOMOGENEITY OF GROUP MEANS OF NON-BUYERS. LIGHT- AND HEAVY-USERS
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香
港
消
費
者
對
牛
仔
褲
之
購
買
行
為
研
究
　
何
淦
滔
自
一
八
五
零
年
美
國
一
位
尋
金
者
利
用
帆
布
制
成
第
一
條
牛
仔
褲
以
後
，
這
種
耐
用
而
又
方
便
的
衣
着
，
已
成
為
眾
所
週
知
的
產
品
，
尤
以
年
輕
人
為
甚
，
隨
着
潮
流
的
轉
變
，
牛
仔
褲
已
由
一
種
欵
式
演
變
為
多
姿
多
彩
的
新
穎
衣
著
，
全
球
牛
仔
褲
製
造
商
的
數
字
亦
有
顯
著
的
增
加
，
根
據
美
國
商
業
週
刊
BUSINESS
W
EEK
一
九
七
零
年
七
月
四
日
的
報
導
，
牛
仔
褲
在
美
國
的
年
銷
增
長
率
，
比
普
通
西
褲
超
出
三
倍
，
每
年
銷
售
額
達
本
億
美
元
。
在
香
港
，
消
費
者
對
牛
仔
褲
的
狂
熱
，
有
增
無
減
，
牛
仔
褲
2銷
量
每
年
接
近
一
百
萬
條
。
這
種
趨
勢
對
本
港
成
本
高
是
一
大
喜
訊
，
他
們
可
趁
機
推
出
新
產
品
，
迎
合
青
年
人
的
需
求
，
藉
此
增
加
銷
量
量
及
盈
利
額
。
但
香
港
消
費
者
對
牛
仔
褲
之
購
買
行
為
是
否
與
其
他
地
方
一
樣
，
以
耐
用
為
主
？
這
篇
論
文
的
主
旨
，
就
是
希
望
在
這
方
面
作
一
深
入
的
研
究
。
普
遍
來
說
，
本
港
消
費
者
有
一
個
錯
誤
的
觀
念
，
他
們
認
為
外
國
產
品
，
包
括
牛
仔
褲
在
內
，
比
本
港
產
品
為
佳
。
美
國
利
惠
公
司
LEVI
STRAVSS
&
CO
的
歐
洲
市
場
經
理
，
亦
曾
經
指
出
本
港
的
劣
質
貨
品
，
對
他
們
廉
價
貨
品
的
銷
路
，
有
重
大
打
擊
。
另
一
方
面
，
超
過
八
百
名
海
外
買
家
，
在
最
近
香
港
貿
易
發
展
局
所
3主
辦
的
第
七
屆
香
港
時
裝
節
中
，
對
本
港
產
品
却
大
加
讚
賞
，
這
反
映
出
本
港
產
品
，
並
不
如
某
些
人
想
像
中
那
麼
不
濟
。
究
竟
本
港
的
牛
仔
褲
在
消
費
者
心
目
中
佔
着
甚
麼
地
位
？
這
篇
論
文
的
另
一
主
旨
，
是
就
此
作
一
研
究
。
消
費
者
的
購
買
行
為
，
是
一
門
包
括
心
理
學
，
社
會
學
，
社
會
心
理
學
，
人
類
學
及
經
濟
學
的
學
問
。
因
此
，
我
們
將
會
從
以
上
各
方
面
入
手
，
找
出
一
些
實
用
和
有
效
的
結
果
，
從
而
提
出
一
個
行
銷
組
合
模
型
M
A
R
K
ETING
M
IX
M
O
DEL
，
以
便
策
定
行
銷
策
略
M
A
R
K
ETING
STRATEG
Y
，
以
供
牛
仔
褲
商
參
考
。
本
研
究
是
採
用
問
卷
方
式
：
以
五
位
訪
問
員
，
對
二
百
個
樣
本
作
直
接
詢
問
。
問
卷
的
調
查
內
容
包
括
：
樣
本
對
牛
仔
褲
的
意
見
，
本
港
及
外
國
產
品
特
徵
PRO
DUCT
CHARACTERISTICS
的
比
較
，
購
買
牛
仔
褲
所
需
的
資
料
，
本
港
及
外
國
牛
仔
褲
牌
子
的
比
較
，
及
消
費
者
特
徵
CO
NSUM
ER
CHARACTERISTICS
，
其
中
包
括
性
別
，
年
齡
，
所
受
教
育
程
度
，
家
庭
總
收
入
，
職
業
，
及
婚
姻
狀
況
。
問
卷
所
得
的
資
料
，
則
利
用
電
腦
的
交
叉
列
表
方
法
CRO
SS—
TABCLATLO
NS
和
D
ISCRININANT
A
N
A
LYSIS
，
作
詳
細
的
整
理
及
分
析
。
根
據
調
查
結
果
及
有
關
之
提
議
，
述
要
點
如
後
：
一
本
港
消
費
者
對
牛
仔
褲
的
購
買
動
機
；
5為
方
便
此
次
調
查
，
作
者
列
舉
出
消
費
者
購
買
第
一
條
牛
仔
褲
的
原
因
，
諸
如
廣
告
，
朋
友
的
影
響
，
好
奇
心
，
需
要
及
跟
隨
潮
流
等
五
種
可
能
性
。
根
據
調
查
的
結
果
，
需
要
因
素
是
最
主
要
的
購
買
原
因
，
其
次
為
追
隨
潮
流
。
至
於
受
朋
友
及
廣
告
的
影
響
力
，
作
用
並
不
大
，
尤
以
好
奇
心
為
最
不
重
要
。
消
費
者
購
買
牛
仔
褲
，
主
要
是
此
種
產
品
能
解
決
其
戶
外
活
動
，
戶
內
穿
著
及
工
作
等
需
要
，
至
於
追
隨
潮
流
乃
一
般
年
青
人
的
重
要
購
買
動
機
。
由
於
年
青
人
為
最
佳
的
潛
在
購
買
者
，
故
此
廠
商
應
該
對
此
一
目
標
，
作
為
發
展
的
方
針
，
以
求
增
加
銷
售
數
量
，
擴
充
市
場
。
二
市
場
分
段
6根
據
調
查
結
果
顯
示
，
購
買
者
的
教
育
水
準
亦
是
劃
分
多
量
及
小
量
購
買
者
工
具
之
一
。
購
買
者
教
育
水
準
愈
高
，
其
擁
有
牛
仔
褲
數
量
也
愈
多
。
若
以
男
性
或
女
性
購
買
行
為
的
差
別
作
為
市
場
分
段
的
基
礎
，
則
以
性
別
及
婚
姻
狀
況
作
為
硫
柱
的
市
場
分
段
將
不
甚
正
確
。
另
一
分
段
的
工
具
，
例
如
丈
夫
或
妻
子
的
決
定
，
也
可
以
使
用
，
但
由
於
時
間
及
能
力
所
限
，
作
者
只
能
就
購
買
者
之
年
齡
及
教
育
水
準
作
為
市
場
分
段
的
基
礎
來
加
以
分
析
。
三
一
般
人
對
牛
仔
褲
的
意
見
：
普
遍
來
說
，
一
般
人
認
為
外
國
製
造
的
牛
仔
褲
價
格
比
本
港
製
造
為
高
，
但
品
質
較
佳
，
欵
式
較
受
歡
迎
，
裁
剪
較
準
確
及
比
7較
耐
用
。
本
港
製
造
的
牛
仔
褲
，
只
可
以
在
顏
色
種
類
中
與
外
國
貨
競
爭
。
目
前
消
費
者
對
本
港
製
造
的
牛
仔
褲
，
已
有
較
好
的
評
價
，
但
他
們
尚
未
改
變
其
對
本
港
貨
品
的
偏
見
，
他
們
仍
然
認
為
本
港
貨
比
外
國
貨
為
劣
，
而
不
知
道
本
港
的
製
品
在
過
去
數
年
間
已
有
重
大
改
良
。
故
此
，
廠
商
應
加
強
宣
傳
，
以
刺
激
購
買
者
，
增
加
銷
售
量
。
四
品
牌
的
認
識
與
忠
誠
：
調
查
結
果
顯
示
，
消
費
者
對
品
牌
的
認
識
及
忠
誠
在
消
費
者
行
為
研
究
中
佔
有
重
要
的
地
位
，
尤
以
購
買
者
為
甚
，
其
中
又
以
多
量
購
買
者
對
此
更
為
著
重
。
主
要
原
因
，
在
於
該
產
品
能
提
供
8最
舒
適
、
最
耐
用
、
及
最
新
欵
的
感
覺
。
購
買
者
並
不
注
重
價
格
因
素
，
因
為
大
部
分
產
品
的
價
格
，
排
列
在
最
高
及
最
低
的
水
準
之
間
，
在
此
水
準
下
，
購
買
者
可
隨
意
選
擇
其
所
喜
歡
的
牌
子
。
反
之
，
縮
水
因
素
却
最
為
消
費
者
所
注
視
。
只
要
本
港
製
造
商
能
克
服
此
一
因
素
，
則
可
避
免
消
費
者
對
其
品
牌
的
不
忠
及
購
買
另
一
新
上
市
之
品
牌
。
五
資
料
來
源
：
每
當
購
買
者
決
定
購
買
某
一
種
牛
仔
褲
之
前
，
除
了
從
朋
友
間
取
得
一
些
資
料
外
，
其
他
資
料
來
源
—
例
如
雜
誌
、
廣
告
、
及
窗
櫥
的
展
覽
—
也
是
一
般
參
考
的
資
料
。
9六
行
銷
政
策
的
提
供
以
此
次
調
查
結
果
所
得
作
為
基
礎
，
我
們
可
据
以
計
劃
一
次
行
銷
政
策
。
換
言
之
，
即
由
行
銷
從
業
員
釐
定
行
銷
方
針
，
以
求
滿
足
消
費
者
的
需
求
或
迎
合
其
興
趣
。
消
費
者
對
牛
仔
褲
的
興
趣
，
通
常
可
分
為
以
下
四
類
：
㈠
消
費
者
對
牛
仔
褲
的
耐
用
程
度
、
欵
式
、
裁
剪
及
顏
色
的
興
趣
。
㈡
消
費
者
對
牛
仔
褲
的
品
質
及
外
形
等
。
㈢
消
費
者
特
別
對
牛
仔
褲
的
方
便
程
度
更
加
注
意
。
㈣
消
費
者
對
牛
仔
褲
的
價
格
也
感
興
趣
。
10
甲
產
品
的
性
質
既
然
調
查
結
果
顯
示
消
費
者
甚
為
注
重
產
品
的
耐
用
程
度
及
品
牌
，
牛
仔
褲
的
品
質
應
該
是
相
當
的
耐
用
，
欵
式
也
要
適
合
潮
流
，
使
購
買
者
對
於
穿
著
某
一
種
品
牌
能
引
以
為
榮
，
隨
而
產
生
對
品
牌
的
忠
誠
。
乙
資
料
的
傳
遞
製
造
商
在
改
良
該
產
品
的
品
質
之
後
，
仍
只
完
成
一
半
的
行
銷
工
作
，
如
果
就
此
放
棄
，
則
行
銷
政
策
必
定
失
敗
無
疑
。
故
此
廠
商
必
須
為
消
費
者
提
供
有
關
該
產
品
性
質
的
多
方
面
資
料
，
例
如
廣
告
、
窗
櫥
佈
置
和
口
頭
的
宣
傳
等
，
使
購
買
者
能
對
該
產
品
11
有
較
深
刻
的
認
識
，
因
而
對
產
品
有
了
基
本
的
信
心
，
從
而
作
出
購
買
該
牌
子
的
決
定
丙
行
銷
通
路
由
於
牛
仔
褲
是
一
種
消
費
品
，
廠
商
必
須
採
用
一
種
完
善
的
零
售
綱
，
使
消
費
者
能
在
極
方
便
的
情
況
下
購
得
該
產
品
。
但
在
計
劃
此
零
售
綱
時
，
必
須
對
市
場
情
形
有
一
深
入
的
了
解
，
並
應
以
廣
泛
的
廣
告
宣
傳
來
支
持
。
丁
價
格
政
策
若
該
產
品
能
提
供
令
人
滿
意
的
品
質
，
那
麼
在
價
格
政
策
上
，
應
有
一
比
較
廣
泛
的
範
圍
及
較
大
的
競
爭
。
調
查
結
果
証
實
，
12
價
格
並
不
是
一
個
重
要
的
考
慮
因
素
；
但
由
於
本
港
的
地
理
環
境
狹
少
，
牛
仔
褲
在
各
區
的
售
價
不
應
有
太
大
的
距
離
。
上
述
的
行
銷
政
策
，
只
是
一
個
十
分
組
畧
的
提
議
，
因
為
本
論
文
之
目
的
，
在
研
究
消
費
者
行
為
而
非
行
銷
政
策
。
只
要
廠
商
能
消
除
本
港
消
費
者
對
港
貨
的
偏
見
，
則
本
港
的
產
品
必
能
與
外
國
貨
爭
一
日
之
長
短
，
廠
商
除
了
著
重
宣
傳
之
外
，
更
應
設
法
改
良
本
港
產
品
的
品
質
，
以
配
合
在
長
期
發
展
情
況
中
，
能
緊
穿
地
控
制
本
港
牛
仔
褲
市
場
。


